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THE NATIONAL NEWSPAPER OF MARKETING ; 


Calkins & Holden Out.. . 


Lennen & Newell Gets 
$2,000,000 Stokely Plum 


PTC Calls ‘Farm 
Journal’ Merger 
Legal Violation 


But Admits Unscrambling 
Impossible as It Seeks 
‘Wait’ Legislation 

WASHINGTON, July 25—The Fed- 
eral Trade Commission ruled to- 
day that Farm Journal’s acquisi- 
tion of Country Gentleman-Better 
Farming from Curtis Publishing 
Co. in mid-1955 violated federal 
anti-merger laws. 

While the commission ordered 
Farm Journal to divest itself of 
assets acquired from Curtis, it 
conceded that Country Gentleman 
is dead. 

Without additional comment of 
its own, the commission adopted 
an initial decision issued by Hear- 
ing Examiner Frank Hier last 
June, ruling that the merger 
lessened competition, and created 
“an incipient tendency toward 
monopoly” in the agricultural pub- 
lishing field. 


® Under the commission’s order, 
Farm Journal has until Jan. 1 to 
stop using the name Country Gen- 
tleman-Better Farming, and to di- 
vest itself of Country Gentleman’s 
subscription and advertiser lists. 

Mr. Hier had already noted that 
divestiture of the lists would 
have no practical impact. “Re- 
spondent has, by now, extracted 
all the juice from the fruit. Nei- 
ther list has any value in the 
market except as a list of names,” 
he wrote. 

His decision acknowledged that 
FTC could not compel Farm Jour- 
nal to discontinue servicing the 
Country Gentleman subscriptions 
which had been converted since 
the merger. “What respondent re- 
ceived from Curtis under the ac- 
quisition contract was not the 

(Continued on Page 73) 


“Ah'm for motherhood, 
the flag, and mah itchless 
DyNet underwear!” 


“I came just as I was. 
I always wear 


my Dynet underwear!” 


Itchless Long Johns Get Steig Treatment 


New York, July 24—Cartoons by 
Steig will be featured in the fall 
campaign for Dynel-cotton blend 
underwear by Union Carbide and 
Carbon Corp.’s textile fibers de- 
partment. 

During October and November 
the one-column cartoons will run 
in Farm Journal, Grit, Outdoor 
Life, Sports Afield, The Saturday 
Evening Post and in 41 newspapers 
across the country. 

Each cartoon points up one ad- 
vantage of the Dynel-cotton blend. 
For example, in one a campaign- 
ing politician shown in his “long 


johns” addressing an audience in 
the rain, says: “Ah’m for mother- 
hood, the flag and mah itchless 
Dynel underwear!” 


® In addition to the cartoon se- 
ries, the company is running two 
full-color pages in the Oct. 21 
Chicago Tribune Magazine and 
Oct. 28 New York Times Magazine. 
These ads, entitled “Stow the old 
stove...and discard outmoded 
ideas about heavy underwear,” 
urge customers to “be comfortable 
as well as warm—buy Dynel.” 
Anderson & Cairns is the agency. 


FTC Cites 9 Ad Participants in Network-Chain 
Store Promotion Tie-ups as Discriminatory 


WasuincrTon, July 25—The Fed- 
eral Trade Comission took the 
position today that advertisers who 
participate in “Super Marketing,” 
“Chain Lightning,” “Mass Mer- 
chandising”’ and other in-store dis- 
play deals worked out by radio 
and tv operators with local food 
chains may be violating the Rob- 
inson-Patman Act’s ban on dis- 
criminatory promotion allowances. 

While the commission avoided a 
head-on clash with the networks 


The Election Package... 


Appliance Business (and Oldsmobile) 
Gets Set for Political ‘Sellathon’ 


Five Radio-TV Convention 


Sponsors Include Four 
Returnees from 1952 


New York, July 26—Cartoon 
creations, Betty Furness, simulated 
family groups, Vaughn Monroe and 
submarines all will get into the act 
during the radio-tv commercial 
breaks at the convention and elec- 
tion broadcasts this fall. 

All except one of the five spon- 
sors of the radio-tv coverage of the 
Democratic and Republican nomi- 
nating sessions and the election 
news reports are appliance manu- 
facturers. Oldsmobile, which will 
co-sponsor the big events on NBC 
(with RCA and Sunbeam), is the 
exception. 

The remaining sponsors are re- 
peaters in this field of public serv- 
ice broadcasting. Westinghouse will 


present the big doings on CBS as 
it did in 1952. Philco Corp., NBC’s 
1952 sponsor, will pay the bill for 


ABC’s coverage of the biggest pol- 


itical news of the year. 


= Some of the sponsors, and their 
respective networks, are already 
starting to conventioneer. Westing- 
house will brief its far-flung sales 
staff Friday, July 27, on a closed- 
circuit hookup, and CBS dropped 
in a few sponsor mentions this 
week during two closed-circuit 
telecasts in which delegates across 
the country were briefed at what 
was called history’s first two pre- 
convention delegate caucuses. 

At ABC, meanwhile, the “tune- 
in” spots are already beginning to 
be heard, courtesy of both ABC 
and Philco. In the three to five 
weeks prior to the conventions, 
ABC figures its two networks and 

(Continued on Page 60) 


themselves, FTC today issued com- 
plaints against nine national ad- 
vertisers who have bought time on 
NBC, CBS and ABC-owned and 
operated radio and tv stations un- 
der promotion plans which include 
floor, window and counter displays 
in busy chain outlets as a bonus. 

The commission noted the chains 
received free spot announcements 
from the radio and tv stations in 
exchange for making the display 
space available. 


= In its complaints, FTC con- 
tended the advertisers who bought 
time on the stations in order to get 
this display space were—in effect 
—making air time available to the 
chains in exchange for promotional 
services and facilities. FTC takes 
(Continued on Page 76) 


Int'l Latex Sets 

‘Heaviest TV Spot 

Drive in History’ 
Plans 70 Commercials Per 


Week in 100 Big Markets 
For the Next Five Years 


New York, July 26—Interna- 
tional Latex Corp.—which last 
year spent more than $2,250,000 on 
magazine, newspaper and supple- 
ment advertising—plans “the 
heaviest program of tv spot com- 
mercial coverage in American 
broadcasting history.” 

Latex press releases, announcing 
use of 70 spot commercials a week 
in each of 100 major markets for 
the next five years, originally 
listed the cost of the ad program. 
However, the figure was carefully 
inked out, except on reproductions 
of some of the spot commercials. 
The five-year promotion figure 
given there was an astounding 
$100,000,000. 

A check with the company said 
this figure was “an error,” but 
officials declined to estimate the 
advertising cost. They said, how- 
ever, Playtex will continue in 


(Continued on Page 76) 
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Food Company Spent 2 

Months Screening Dozen 

Agencies Before Selection 

INDIANAPOLIS, July 27—Stokely- 
Van Camp Inc. terminated a 17- 
year agency-client relationship 
Monday when it named Lennen & 
Newell to succeed Calkins & Hold- 
en as agency for nearly all of its 
divisions. 

The account shift, effective Aug. 
1, deprives Calkins & Holden of its 
second-largest account (billing 
more than $2,000,000)—one which 
was big enough to be handled per- 
sonally by J. Sherwood Smith, 
agency board chairman. It was an 
account which C&H got its first 
piece of in 1939—a year after Mr. 
Smith became president of the 
agency—and which it has been 
gaining segments of ever since. 

The appointment concluded 
nearly two months of arduous 
hunting during which Stokely in- 
vited a dozen agencies to its In- 
dianapolis headquarters, winnowed 
out all but three, and then went 
to the offices of those three for 
detailed inspection and grilling. 


s Throughout the selection process 
Stokely officials persisted in call- 
ing it a mere “review” of the ad- 
vertising program, with no guar- 
antee that Calkins & Holden would 
be replaced at all. Even up to late 
Monday this week the client was 
(Continued on Page 77) 


General Foods Had $75,000,000 Ad 
Outlay in ‘55; Sales Hit $931,000,000 


New York, July 25—General 
Foods Corp. in fiscal 1956 (ended 
March 31 last) spent $75,000,000 for 
advertising. This was $13,000,000 
over the $62,000,000 reported by 
the company for both fiscal ’55 and 
54, and $21,000,000 more than GF 
spent in fiscal 53 when it reported 
$54,000,000 for advertising. 

Charles G. Mortimer, president, 


Last Minute News Flashes 


Simoniz Co. Names Y&R for Consumer Products 


Curcaco, July 27—Simoniz Co. has named Young & Rubicam to han- 


dle advertising of all its consumer products, in a move “to consolidate 
advertising on consumer products in one agency.” Tatham-Laird and 
Sullivan, Stauffer, Colwell & Bayles have been handling this business. 
Buchen Co. will continue to handle the commercial products division. 
The account—which includes various brands of car and floor cleaners 


and waxes and Ivalon 
000. 


estimated to bill more than $4,000,- 


Firestone Snow Tires to Campbell-Ewald 

Agron, July 27—Firestone Tire & Rubber Co. has appointed Camp- 
bell-Ewald Co., Detroit, to handle a special campaign for Town & 
Country winter tires, and publication advertising of all lines of farm 
and truck tires, effective immediately. C-E was one of five agencies 
pitching for the business (AA, July 16). 


Lever Moves Spry from FC&B to Kenyon & Eckhardt 
New York, July 27—Lever Bros. has transferred its Spry and In- 
stant Spry account from Foote, Cone & Belding to Kenyon & Eckhardt. 
These are K&E’s first Lever products. 
(Additional News Flashes on Page 77) 


released the figure for last year to- 
day at the annual GF stockholders 
meeting here. 

“As a result of this advertising 
expenditure,” Mr. Mortimer said, 
GF “achieved net sales of $931,- 
000,000.” 

“Over the years,” he said, “re- 
sourceful advertising has been the 
company’s most essential tool for 
the economical marketing of our 
brands. Advertising also,” he said, 
“plays an important role in our 
growth program.” 


® “The bulk of our advertising,” 
Mr. Mortimer said in his report, 
“is aimed at the homemaker. In 
these days of self-service stores, 
advertising is of vital importance 
to the success of General Foods, 
because we have to pre-sell .the 
consumer on our brands.” 

In this connection he mentioned 
the company’s tv programs “De- 
cember Bride” (CBS-TV, handled 
by Benton & Bowles); “I Love 
Lucy” (CBS-TV, Young & Ribi- 
cam); “Roy Rogers” (NBC-TV, 
Benton & Bowles) and sponsorship 
of the circus over CBS-TV also 
handled by B&B. As a result of 
these programs, Mr. Mortimer said, 
“Instant Maxwell House coffee is 
the sales leader in the soluble cof- 


(Continued on Page 74) 
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Ads, Promotions, Politics . “ 


McCann In 


24-Agency ‘Network’ 


Built on ‘Local’ Staffs 
and Structure, Division . 
Now Bills $34,000,000 


By Milton Moskowitz 

New York, July 25—When 
Coca-Cola Co. appointed McCann- 
Erickson Inc. to handle its $15,- 
000,000 advertising account last 
Oct. 13,. the bottler cited one rea- 
son: A desire fer further integra- 
tion cf domestic with international 
advertising. 

So Coke left D'Arcy Advertising 


‘Market Data Book’ 
Contest Offers Trip 
to Hawaii, Cameras 


Cuicaco, July 24—Industrial 
Marketing has announced a $2,500 
contest for the best letters on “How 
I Use the Market Data Book.” This 
is the Annual Market Data & Di- 
rectory number of the magazine, 
which has been published since 
1921. 

The first prize is a three-week 
all-expense tour to Hawaii for two 
people. The trip, arranged through 
Happiness Tours, can be taken at 
dates convenient to the winner. Ac- 
commodations will be at the Roy- 
al Hawaiian Hotel in Honolulu, 
and transportation may be by air 
or steamship. 

In addition to the first prize, 
twenty other prizes will be given 
to advertisers and agency per- 
sonnel submitting letters. They 
will consist of Eastman Brownie 
8mm movie cameras. 


® The Market Data Book, the 1957 
edition of which was distributed 
to nearly 12,000 subscribers June 
25, is a 580-page volume which 
provides detailed statistical in- 
formation on all industrial, trade 
and professional markets, together 
with listings of all business pub- 
lications in the U.S. and Canada 
serving these fields. As the only 
market—and-—media reference book 
for industrial advertisers, it is 
widely used both for studying mar- 
kéts and selecting media. 

The contest, intended to promote 
increased usage of the annual 
reference book, will run from Aug. 
1 to Dec. 1, and prize winners will 
be announced early enough to en- 
able the winner of the top award 
to spend the holidays in Hawaii 
if he so desires. 


Ryan Joins Janitrol 

Paul A. Ryan. formerly sales 
planning manager of Capehart di- 
vision, International Telephone & 
Telegraph Corp.,. Ft. Wayne, has 
been appointed advertising and 
sales promotion manager of Jani- 
trol Heating & Air Conditioning di- 
vision, Surface Combustion Corp., 
Columbus. 


TIMED TRAVEL—These new bulletins for J. A. Folger Co.’s coffee pro- 
vide a service to motorists by giving the distance in driving time to 
a lecation ahead. About a hundred of the posters are located on 
highways throughcut California. 


ternational: 


|Co. after an association of 49 years 
for McCann, whose offices in South 
‘America have been servicing Coke 
‘for less than half that time. 

| While many on Madison Ave. 
| doubted that this was the real rea- 
son behind the switch, the public 
‘explanation for an account change 
lof such magnitude aroused inter- 
est in the little-publicized opera- 
tions of McCann-Erickson Corp. 
(International). 


® McCann’s international division 
is now a power in its own right. It 
has developed, in 29 years, from 
an unprofitable sideline into a net- 
work of 24 offices in 15 countries. 

These offices today service some | 
500 accounts, nearly four times the 
number handled by the agency’s 12 
domestic offices. Their total bill- 
ing, figured at official rates of ex- 
change, is $43,000,000 ($34,000,000 
at the more realistic free rates). 
Only 20 agencies in the US. bill 
more than this total. 

(Continued on Page 52) 


Lewis Gruber Named 
Lorillard President 
to Succeed Halley 


New York, July 25—Lewis Gru- 
ber, vp and sales director of P. 
Lorillard Co., manufacturer of Old 


Gold, Kent and Embassy cigarets, 
has been elected president to suc- | 
ceed William J. Halley, who has re- 
signed and been elected chairman | 
of the finance committee. The! 
company has no board chairman. | 

The election of Mr. Gruber as'| 
chief operating officer, according 
to the Wall Street Journal, “indi- 
cates the Lorillard management 
will be dominated | 
more by sales-| 
men and less by| 
advertising or fi-| 
nancial execu-| 
tives.” 

The company 
had no comment 
to make, AA was 
told. 

Last month Al- 
den James re- 
signed abruptly 

Lewls Gruber as advertising di- 
rector and was promptly replaced | 
by Manuel Yellin, formerly Loril-| 
lard’s West Coast sales manager. 
Mr. Halley, before becoming presi- 
dent in 1953, had been executive | 
vp, and before that was director of 
finance and treasurer. 


s Mr. Gruber joined the company 
in 1923 as a salesman and was 
made a vp and put in charge of all 
sales in 1952. He is generally cred- 
ited with the early success of Old 
Gold and had charge of the initial 
launching of the filter-tip Kent 
brand. 
Since 1953 Lorillard’s sales have 
(Continued on Page 75) 


| will get the western edition. New 


INSTITUTIONAL—Allis-Chalmers Mfg. Co., Milwaukee, has embarked 


on a supplementary ad campaign 


designed to “sell the company as 


a whole” (AA, June 18). Full-color spreads, centered around the 
theme “Engineering in Action,” are scheduled monthly in The Sat- 
urday Evening Post. Preprints of the ads are sent to customers and 
prospects, salesmen and dealers, along with background information. 


Bert S. Gittins Advertising, 


Milwaukee, is the agency. 


Outdoor Papers 
Raise Ad Rates; 
2 ‘True’ Editions 


New York, July 25—Field & 
Stream and Outdoor Life have 
both announced ad rate increases 
effective with their February, 
1957, issues, while True, also in 
the masculine bailiwick, has plans 
for the launching early next year 
of two regional editions. 

Field & Stream advances its 
b&w rate from $3,000 to $3,250 
and four-color goes from $4,400 to 
$4,765. The present circulation 
guarantee of 800,000 remains the 
same. The magazine states it has 
delivered an average bonus to ad- 
vertisers during the first six 
months of 1956 in excess of 
40,000. x 

Outdoor Life, whose newsstand 
price goes from 25¢ to 35¢ start- 
ing with the August issue, has 
advanced its b&w page rate from 
$3,050 to $3,300 and the four-color 
rate from $4,450 to $4,815. The 
circulation guarantee of 825,000 
stays the same, though the maga- 
zine during the first six months 
of 1956 has delivered an average 
bonus of approximately 200,000. 

True plans an eastern edition, 
starting December, 1956, and a 
“west of the Rockies” edition, be- 
ginning March, 1957. Advertisers 
will pay $2,000 a b&w page in the 
editions, the rates based on 400,- 
000 per edition. 

California, Washington, Oregon, 
Nevada, Idaho, Utah and Arizona 


England, New York, Pennsylvania, 
New Jersey, Delaware, Maryland 
and Washington, D. C., will get 
the eastern. The move is “Faw-| 
cett’s answer to radio and ty in| 
offering advertisers regional ad-| 
vertising and has been worked out} 
especially for those advertisers’ 


with special marketing problems.” | 


Pepsi-Cola General Bottlers _ 
Buys PC Louisville Plant 
Pepsi-Cola General Bottlers, | 
Chicago, has bought Pepsi-Cola! 
Louisville Bottlers from its owner, | 
F. S. Yantis & Co., a Chicago in-| 
vestment company. The purchase | 
price was not disclosed, but was 
said to be more than $1,000,000. 
Pepsi-Cola General Bottlers, 


with plants in Chicago, Des Moines | 


and Kansas City, now expects sales 
for 1956 to exceed $15,000,000. 


Weed Adds Stations 

Eastern Radio Corp., Reading, 
Pa., has appointed Weed & Co. and 
Weed Television Corp. national 
sales representative for WHUM 
and WHUM-TV. Weed also has 
been named to represent WUSN- 
TV, Charleston, S. C. 


_$1,000,000-Plus 


Promotion Set for 
Lysol Disinfectant 


New York, July 25—Lehn & 
Fink Products Corp. has slated a 
$1,000,000-plus magazine and tv 
promotion, aimed at the housewife 
and career girl, for Lysol disin- 
fectant. 

According to O. G. (Red) Ken- 
nedy, general manager of the Lehn 
& Fink sales division, “We’re de- 
vising the most flexible and versa- 
tile campaign ever utilized for Ly- 
sol. New household uses are being 
discovered daily for this multi- 
purpose product and we intend to 
cover many of these in campaigns 
aimed at our two most important 
customers, the housewife and the 
career woman.” 

During the coming year, prob- 
ably more than a dozen national 
magazines and two tv shows will 
be contracted for two separate 
campaigns: one promoting Lysol 
for household sanitation, the other 
recommending it for personal hy- 
giene, Mr. Kennedy said. 

McCann-Erickson is the agency. 


Hicks & Greist Adds One 
Jewelry Industry Council, New 
York, has moved its account from 
Ellington & Co. to Hicks & Greist, 
New York. “Operation Cherub” 
will be continued this year and be 
promoted via a two-color spread 
in The Saturday Evening Post 
during December. Merchandising 
packages will include ceramic 
cherubs, large die-cut cherubs, 
counter card cherubs and cherub 
badges for salespeople, along with 
a promotion plan book and a list 
of 100 Christmas gift suggestions. 


BUILT-IN SPARE—Starting now and 
continuing through early fall, Pa- 
per Mate Co. plans a saturation 
drive for its new Piggy Bank re- 
fill for its bail-point pens. Shown 
here is a counter card. Foote, Cone 
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Allis-Chalmers PR 
Drives Back Up 
Ad Push in ‘SEP’ 


MILWAUKEE, July 24—Allis- 
Chalmers Mfg. Co., which last 
month began a schedule of color 
spread ads in The Saturday Eve- 
ning Post to impress the general 
public with the scope and impor- 
tance of the company’s over-all 
operations (AA, June 18), has now 
launched a pr follow-up campaign 
aimed at telling the same story to 
customers, prospects, dealers, 
salesmen and potential investors. 

Major device of the pr follow- 
up, according to K. W. Haagensen, 
head of the company’s pr depart- 
ment, is extensive circulation of 
preprints of the company’s forth- 
coming ads in the Post. The pre- 
printed ad spreads form the inner 
spread of a four-page folder the 
company sends out. The other two 
pages are devoted to background 
information about the campaign, 
and other information about Allis- 
Chalmers. 


® Explaining the campaign to the 
company’s “inner circle,” the 
folder points out frankly: ‘We're 
interested in telling our story to a 
wide cross-section of the people. 
We want to reach business men, 
farmers, engineers, public officials, 
educators, students, bankers—lit- 
erally all kinds of people, in- 
cluding those who buy stock in 
companies like Allis-Chalmers and 
the investment specialists who ad- 
vise them. In different ways, they 
can all have a hand in our future, 
so they need to get better ac- 
(Continued on Page 79) 


RCA Victor Exec 
Predicts Alltime 
High ‘56 Disc Sales 


Los ANGELES, July 24—The 
record industry is booming, and 
an alltime sales record of $300,- 
000,000 is expected for this year, 
Lawrence W. Kanaga, vp and gen- 
eral manager of RCA-Victor Rec- 
ords, said at a press conference 
here. This represents an increase 
of $50,000,000 over 1955. 

Mr. Kanaga attributed the cur- 
rent increase in record sales to 
such factors as teenage popula- 
tion increases, greater public mu- 
sic appreciation and interest, high 
fidelity sound, modernized mer- 
chandising and price reduction on 
both albums and single records. 


® He said that every segment of 
the industry will show up to 20% 
increases in sales. The present 
teenage population of 21,000,000 
is increasing at the rate of 1,000,- 
000 a year, he said. Since it is the 
average teenager who buys single 


‘|pop records, popular record sales 


have jumped to capture 75 to 80% 
of the total market. This compares 
with about 50% a few years ago. 
Mr. Kanaga observed that tele- 
vision has played a big part in 
the over-all music interest of the 
public. People now spend more 
time at home and have become 
more aware of music, especially 
background scores, he said. 


® He looks for an expanding in- 
dustry which should double its 
business in the next five years. 
Advances in high fidelity and 
sound systems and the potential 
of tape recorders will lend impe- 
tus to future growth, he feels. 
“Tape has a great future both 
in the classical and popular fields, 
and while it will not supplant 
records, it will gain greater ac- 
ceptance because it retains its 


& Belding, Chicago, is the agency. 


perfection indefinitely,” Mr. Ka- 
naga says. 
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White Hits Charge 


That Newspapers 
Get Mail ‘Subsidy’ 


Measurement Base Is 
Not ‘Fair or Realistic,’ 
Publisher Tells Senator 


New York, July 24—The charge 
that newspapers get a_ subsidy 
from the federal government be- 
cause of present second-class mail 
rates is based on a measurement of 
the cost of handling mail that is 
neither “fair nor realistic,” accord- 
ing to Dudley A. White, publisher 
of the Register-Star-News, San- 
dusky, O. 

Speaking for the American 
Newspaper Publishers Assn., as 
chairman of its postal committee, 
Mr. White uttered his complaint in 
a letter to Sen. Olin D. Johnston, 
chairman of the Senate post office 
committee, which was released last 
weekend. 

Mr. White’s letter was part of 
the opposition to a bill passed by 
the House and now in the Senate 
committee which would increase 
second-class mail rates about 30% 
on the “reading-matter” portion 
and 120% on the advertising por- 
tions in the next five years. 

The letter was not in reply to 
any recent specific “subsidy” ac- 
cusation, AA was told, but was 
rather a general answer to past 
statements by both congressmen 
and postal officials. 


® The charge that newspapers get 
what amounts to a subsidy from 
the Post Office “is based on ac- 
ceptance of the Post Office De- 
partment cost ascertainment re- 
port,” Mr. White wrote. “ANPA 
does not accept that as a fair and 
realistic picture of the cost of han- 
dling second class mail, because it 
includes as costs of second-class 
mail many items that belong else- 
where and would not be incurred 
by any business operating for prof- 
it or seeking to meet actual ex- 
penses. .. 

“No business operating for a 
profit,” he continued, “would ever 
countenance the maintenance of 
some of the approximately 39,000 
post offices in the U.S. which are 
maintained for policy, political and 
service reasons. 

“ANPA has no quarrel with 
these policy decisions of the Con- 
gress and the department, but we 
do maintain that newspapers 
should not pay costs that belong 
elsewhere or the costs of public 
service aspects of the Post Office 
Department except as taxpayers.” 


Report on Blacklist 
Not All ‘Factual.’ 
Sidney Hook Says 


New York, July 24—John Cog- 
ley’s “Report on Blacklisting” in 
the entertainment industry gets 
sharp criticism from Sidney Hook, 
New York University professor of 
philosophy, in his review in the 
New York Times of July 22. 

After noting that the two-part 
study on movies and radio-tv, 
which was financed by the Fund 
for the Republic, has the “one in- 
disputable merit” of focusing “at- 
tention upon a whole cluster of 
problems bearing on the ethics of 
employment in the entertainment 
industry,” Mr. Hook adds: 

“Unfortunately this report is 
more likely to generate fruitless 
controversy than to contribute to 
public enlightenment. And for a 
very simple reason. Although it 
professes to offer only a factual 
study, it does much more. Despite 
the claim of Paul Hoffman, chair- 
man of the fund, in the preface 

(Continued on Page 79) 


You'll walk in world-wide smartness i» Sit) 


You's) watk m worid-wide smartness im a STETSON STRAW 
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COSMOPOLITAN—John B. Stetson Co.’s 1957 line of straw huts will be 
introduced in full-color ads in Sports IUustrated (left) next May 


and Esquire in June. The campaign weaves around a * world-wide 


theme, pointing out that the natural-fiber straws are drawn from 


two continents, the fabrics from 1 
point of sale materials for dealers 


1 countries. Newspaper mats and 
will be based on the same theme. 


Gray & Rogers, Philadelphia, is the agency. 


Ad Business Must Find Yardstick for 
Ad-Sales Relationship, Manchee Says 


New York, July 24—The means 
of measuring the relationship be- 
tween an advertising effort and re- 
tail sales was described today by 
Fred B. Manchee, exec vp of Bat-| 
ten, Barton, Durstine & Osborn, as 
the No.-1 obligation of the adver- 
tising business. 

Mr. Manchee, who was joined by | 
Donald B. Armstrong Jr., vp and. 
director of research of McCann-| 
Erickson, and Dr. Peter Langhoff, | 


Fels & Co. Account 
Moves from Zubrow 
to Aitkin-Kynett 


PHILADELPHIA, July 25—The $1,- 
225,000 Fels & Co. account—Fels- 
Naptha soap and soap granules— 
has been moved from S. E. Zubrow 
Ine. to Aitkin-Kynett Co. 

The latter becomes the fifth 
agency to handle the account in 
the last five years—H. H. DuBois 
Inc., McKee & Albright Inc., Town 
Advertising and Zubrow Inc. being 
its predecessors. 

Zubrow Inc. has had the account 
for about a year, having acquired 
it when the Town agency broke 
up (AA, July 25, 55). Sol E. Zu- 
brow, a partner in the Town agen- 
cy, formed S. E. Zubrow Inc. Aug. 
1, 55 and took Fels with him. 

Just how the loss of the account 
will affect Zubrow, who built his 
agency mainly on the basis of Fels, 
is not known. The agency still has 
Frank H. Fleer Co., Letty Lane 
Candies and Morris April Bros., 
cranberry sauce. 


vp and director of research, Young 
& Rubicam, in a symposium spon- 
sored by the Sales Executives Club 
of New York on “Marketing Re- 
search Pays Off,” said that even if 


| the industry failed to come up with 
‘any absolute answer, it may turn 
'out that a yardstick will be created 


showing “the ability of advertising 
to create a favorable climate for 
sales.” 


s With the advertiser wanting to 
know, “Does it work? Does it pro- 
duce sales? Can you show me how 
much return I get for each dollar 
spent in advertising?” Mr. Manchee 
pointed up the need for a research 
springboard to make more than 
“guesstimates as to advertising 
performance.” 

Print and radio and tv statistics, 
he felt, have amassed considerable 
important marketing information, 
“but all these things which we 
know stalk around the edges of the 
problem.” 

“Recently we've been on a 
search for the ‘why’ of the sale. 
We've been moving closer to the 
heart of the problem... We've been 
after the process by which the 
consumer decides to buy (1) the 
product and (2) the particular 
brand, the buying decision.” 

Considerable help on this prob- 
lem, according to Mr. Manchee, is 
being supplied by social scientists 
on the campus, independent re- 
searchers and the advertising in- 
dustry through its Advertising Re- 
search Foundation. 


s “Currently the foundation is en- 
(Continued on Page 75) 


-- Auto Ad Costs, Sales 
» . Hit New Highs in ‘55 


Per Car Ad Expenditure 
Averaged $27.33, AA’s 
Annual Survey Finds 


Cuicaco, July 24—It took an 
average of $27.33 in advertising to 
sell one passenger car last year, 
according to ADVERTISING AGe’s 
fifth annual study of the relation- 
ship between sales of passenger 
cars and the advertising expendi- 
tures involved in these sales. This 
compares with $20.34 per car spent 
by auto makers in 1954. 


Facts Consolidated 
Starts Home Audit in 
San Francisco Area 


San Francisco, July 24—Facts 
Consolidated, which now conducts 
home audits for the Los’ Angeles 
Times and the San Diego Union 
Tribune, has launched a similar 
continuing study in the San Fran- 
cisco Bay area. 

While the first two audits are 
made available through the news- 
papers, the new audit will be open 
to all who wish to subscribe. 

The San Francisco audit is 
known as the Bay Area home au- 
dit, and covers the five counties 
that comprise the San Francisco- 
Oakland Bay area. A total of 600 
homes will be covered every two 
months to determine brands on 
hand and brands of recent pur- 
chase. Different homes are cov- 
ered each time, resulting in a toial 
of 3,600 different households be- 
ing interviewed each year. 


® Subscribers to the audit will 
get a bi-monthly report showing 
brands on hand in the homes in- 
terviewed, with brands ranked in 
order of preference and showing 
changes in brand preference. In- 
frequent purchases, such as appli- 
ances, are recorded on a “recent 
purchase” basis. 

A semi-annual report summa- 
rizes the brand preference infor- 
mation from preceding reports, 
and includes a detailed listing of 
the characteristics of the families 
having each brand on hand. This 
will show income level, size of 
family, occupation of wage earner, 
length of residence in the area, 
age, race and home ownership. 

The standard subscription for 
one year is $600 for each product 
classification covered. This in- 
cludes six bi-monthly reports, 
and the two semi-annual sum- 
mary reports. Tailor-made tabu- 
lations and custom designed ques- 
tions can be obtained through 
special arrangement. 


Highlights of This Week's Issue 


Canned and dietetic soft drinks 
helped the industry hit new sales 
high in ’55 

Interviews are favored over tests 
in hiring salesmen, survey 
RE A Ses keke Kaen es Page 23 

Dow Chemical ads will tie in with 
Cokes, Capri pants and cobbler’s 
apron 

Foster & Kleiser divides its sales 
department into national and lo- 
cal units 

Quaker Oats uses business paper 
ads to announce its entry 
into flour consultant, supplier 
field 

Newsprint production exceeds con- 
sumption by 2% in first six 
months of 56 .......... Page 40 

The Wool Bureau is preparing a 


stepped-up advertising and sales 


promotion program for this 
0g oe Se Bie aaa Page 42 
Use of half-page vertical r.o.p. col- 
or ads has increased since intro- 
duction last November . . Page 42 
Jerome Hardy, new Doubleday ad 
vp, handles largest ad budget in 
the business .......... Page 44 
Jack Tolzien, agency art director, 
also doubles as his own archi- 


Ekco Products offers $1,000,000 in 


Flint premiums to buyers of its 
other products ......... Page 55 
Americans spent $1.6 billion 


abroad last year, Department of 
Commerce reports ..... Page 62 
New York court upholds judgment 
limiting size of optometrists’ ad 
ee 53.5 Lats < Keke oe Page 72 


Better Business Bureau reports 
that complaints have gone down, 
inquiries have gone up ..Page 75 

Canadian government investigates 


paperboard combine “restraining 
WO vk 5 havo dak oes Page 75 
REGULAR FEATURES 
Advertising Market Place .........0<c00u0.%8 
Chain Store Sales 72 
Coming Conventions 63 
Creative Man's Corner peccnsseannesnosnnennensiae 
Drawthinks 68 
Editorials 12 
Empleye Communications ...............-....-.M68 
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Just Looking 68 
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Obituaries 62 
On the Merchandising Front ....................06 
Photographic Bevin... ccccccccccccccceecncene lB 
Reugh Preefs 12 
Salesense in Ads 65 
This Week in Washington oe | 
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Over-all, advertising budgets for 
cars soared an average of 73.6% 
last year, compared with '54, while 
ad cost per car rose 35% and total 
sales were up 22.6%. 

The industry spent $194,540,621 
in measured media during 1955 and 
it sold 7,117,894 cars. This com- 
pares with ad spending of $112,- 
046,079 and sales of 5,507,436 cars 
in 1954. 


@ The lowest ad cost per car was 
held by Ford, which beat out 
Chevrolet for the first time in AA's 
five-year study of automotive ad 
costs: Ford spent $18.65 in adver- 
tising to sell each car, 71% more 
than in 1954, when it spent $10.91 
per car. Ford’s ad budget was up 
to $29,339,591, an increase of $14,- 
057,604 (92%) and it sold 1,573,276 
cars, 12% more than in 1954. 
(Actually, Kaiser was the low- 
est, with an ad cost per car of only 
$2.91. However, the brand was 
(Continued on Page 54) 


ABP Polls Members 
on Agency Credit 
Rating They Want 


New York, July 24—Associated 
Business Publications is currently 
polling its membership with re- 
gard to changes in its agency rec- 
ommendation and credit services. 
The changes are necessitated by 
the recent consent decree that 
ABP signed with the Justice De- 
partment (AA, May 28). 

ABP members are being asked 
to vote on four alternative services 
which can be rendered to them by 
the association in accordance with 
terms of the consent decree. They 
differ chiefly in the extent of ser- 
vices offered, AA was told. 


@ The recent consent decree does 
not prohibit ABP from letting 
members and others know the na- 
ture, background, moral responsi- 
bility, financial status, functions 
and activities—-actual or proposed 
—of any advertising agency, nor is 
it prohibited from furnishing cred- 
it ratings to its members, provided 
that, if it gives a rating to one 
agency it must assign ratings to all 
others which apply for one in writ- 
ing and submit the appropriate 
“verified information.” 

The current poll by ABP is to 
determine the extent of these serv- 
ices that its members want. 

Results of the poll will be 
analyzed by members of ABP’s 
agency relations and credit com- 
mittee, headed by Robert Marshali, 
publisher of Architectural Record. 
New procedures are expected to be 
determined some time in August, 
and will be put into execution as 
early thereafter as possible. 


ROGER F. MORAN, creative director 
of North Advertising, Chicago, and 
one of the agency’s founders, has 
resigned to join the creative staff 
of Kenyon & Eckhardt, Chicago. 
Mr. Moran also has been with 
Young & Rubicam, Earle Ludgin & 


Co. and Weiss & Geller. 
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Abbott Labs Refunds 
$15,000 on Faulty 
‘Sucaryl Premiums 


Nortu Curcaco, Ixu., July 26— 
After mailing out more than $15,- 
000 in refunds to persons who sent 
in for a premium that turned out 
to be of questionable quality, Ab- 
bott Laboratories, pharmaceutical 
manufacturer here, has lost some 
of its interest in premium pro- 
motions. 

Says Charles S. Downs, Abbott 
vp and director of advertising and 
pr, “We're going to take a very 
long, close, careful look at any pre- 
mium before we offer one again.” 

Since May 13 Abbott consumer 
ads and counter displays for its 
Sucary! non-caloric sweetener tab- 
lets have offered a “weight watch” 
tablet container as a premium. Ob- 
tainable with a coupon plus $1, the 
pocket-size “weight watch” con- 
tainer was designed to look like a 
watch, with hands on the face that 
can be moved to tally the user’s 
daily caloric intake. 

Ads carrying the offer were 
placed in Parade and in a large 
nuthber of independent Sunday 
supplements. ! 


® The trouble began when Abbott 
noticed that on some of the “weight 
watches” (1) the hands either 
wouldn't move or they fell off; (2) 
the case wouldn’t close correctly; 
(3), leaks allowed pocket dust to 
get‘into the container and/or let 
the tablets fall out. These obser- 
vations were made by the people 


at Abbott. Actual complaints from 
the premium users amounted to 
only 3/10 of 1%, Abbott says. 

Nonetheless, Mr. Downs de- 
clared, “We simply cannot risk 
having people associate Abbott 
Laboratories with something which 
turned out to- be second-rate.” So 
Abbott discontinued the offer and 
began the refund job—$1 for each 
of more than _ 15,000 orders. 

Late this week, as Abbott began 
to get reactions to its refund, it 
was, chagrined to learn from many 
refundees that they were “delight- 
ed” with the “weight watch,” 
thought it was “cute,” “evokes 
comments and admiration.” Many 
said they couldn’t understand why 
they should get a refund on it. 

Abbott theorizes that one badly 
manufactured lot of “weight 
watches” was sent out, but that 
apparently most of the others were 
of the quality that Abbott saw 
when it decided to make the offer. 

At any rate, the deed is done 
and Abbott feels it has made a 
necessary move to insure consum- 
er good will. 


MGM Leases ‘Oz’ to CBS 

Metro-Goldwyn-Mayer, New 
York, has leased the 1939 hit, 
“The Wizard of Oz,” to CBS 
Television. The picture will be 
available for four network show- 
ings at $900,000, but the contract 
also provides that CBS may can- 
cel the deal after two presenta- 
tions. MGM recently turned down 
offers from tv film distributors 
and is releasing its backlog of 
movies to tv through its own or- 
ganization. * 


REGINALD L. DELLOW has been named 
media director of Grant Advertis- 
ing, Chicago, Mr. Dellow, formerly 
director of media and research of 
Allman Co., Detroit, succeeds Len 
Thornton, who has resigned. 


Assn. Increases Promotion 

The Gold Filled Manufacturers 
Assn., Attleboro, Mass., is step- 
ping up its advertising and public 


relations program for 1956-57. In| 


addition to the regular media 
schedule, which includes Life, The 
Saturday Evening Post and busi- 
ness publication advertising, in- 
creased merchandising at the re- 
tail and point of sale level is 
planned. Sutherland-Abbott, Bos- 
ton, is the agency. 


Henri, Hurst Names Morton 
Henry J. Morton has joined the 
copy and contact department of 
Henri, Hurst & McDonald. Mr. 
Morton formerly was systems pro- 
motion supervisor of Ditto Inc. 
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GIVES YOU ALL 4... 


the “SELLING FOURSOME” 


pi 7 ae 


SOUND.. 


ACTION.. 


VIVID COLOR! 


plus—A CAPTIVE AUDIENCE and NO COMPETITIVE ADVERTISING 


It takes all four—sight, sound, action and vivid color—to do the selling job for you. 
MPA gives you all four, plus a captive audience that sees no more than four non- 

competitive commercials. In many communities, the audience is equal to approximately 
80% of the population physically able to attend theatres. 

At every performance during the weeks you advertise on the theatre screens, you 
will be “all alone” in your line of business, holding the full attention of a captive 

audience. MPA takes only one advertiser for each product classification in theatres 
selected, for as little as one week or as many as 52 weeks in succession. 

YOU can deo a lot of selling when you are the only one in your field who is advertising 
and selling to a captive audience. 

We invite you to look into this selling medium soon, as it is limited to only four non- 
competitive advertisers for each theatre for one week up to fifty-two successive weeks. 


Inquire now! 
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More information furnished on request. 


MOTION PICTURE ADVERTISING SERVICE CO., INC. 


1032 Carondelet St. 
New Orleans, La. 


70 E. 45th St. 
New York, N. Y. 


Washington Spud 
Growers Organize, 
Appoint Agency 


idaho Group Sets Ad 
Budget of $350,000 
for Its Potato Crop 


Yakima, WasH., July 26—Wash- 
ington potato growers have es- 
tablished a Washington State Po- 
tato Commission and have named 
How J. Ryan & Son, Seattle, to 
handle its advertising. 

A referendum of growers, un- 
dertaken by the Washington State 
department of agriculture, result- 
ed in an 84% vote in favor of the 
commission, which is empowered 
to levy an assessment on growers 
for research and promotion. The 
operation of the potato commission 
would be similar to that of the 
| long-established Washington State 
Apple Commission. 


® A levy of 2¢ a hundred pounds 
will be made on growers. The 
yearly take is estimated at from 
$125,000 to $140,000, depending on 
the size of the crop. Plans are to 
place the levy in effect as soon as 
possible in the present shipping 
season, but advertising probably 
will not be started until next year. 

However, the commission prob- 
ably will undertake research at 
once on better production and 
better handling. 

The commissioners elected Ezra 
E. Benz, Toppenish grower, chair- 
man, and Fred L. Ramsey, Yakima, 
manager. Mr. Ramsey had been 
secretary-manager of the Wash- 
ington Potato & Onion Shippers 
Assn. The Ryan agency has been 
handling the Shippers Assn. ac- 
count, whose promotion work will 
now be taken over by the Potato 
Commission. 


® Now Washington, Oregon and 
Idaho all have grower-supported 
programs of advertising and re- 
search. The oldest and largest of 
these programs is that of the Idaho 
Advertising Commission, set up in 
1937, and, like Washington, levy- 
ing 2¢ a hundred pounds on 
growers. The Idaho levy is ex-| 
pected to yield approximately) 
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$360,000 this year. 

The Idaho commission has suc- 
ceeded in building up a brand 
preference for Idaho potatoes. The 
so-called Idaho potato is the 
Russet Burbank variety which also 
is produced in Oregon and Wash- 
ington. 

In a recent Department of 
Agriculture case, United Potato 
Corp., New York, agreed to sus- 
pend all produce operations for 
60 days as punishment for brand- 
ing Washington-grown potatoes 
as “Idaho baking potatoes” or 
“Idaho potatoes.” 

Cline Advertising Service, Boise, 
Ida., and Botsford, Constantine & 
Gardner, Portland, Ore., handle 
the Idaho account jointly. 


IDAHO POTATOES GET 
$350,000 AD BUDGET 

PorRTAND, OreE., July 26—The 
Idaho Advertising Commission 
this week authorized an adver- 
tising budget for potatoes of $350,- 
000, the largest in the 18 years of 
Idaho potato advertising. The 
budget covers the 12-month period 
to July, 1957. 

Newspapers in 65 cities across 
the country will be the principal 
medium. Trade advertising to 
grocers and restaurant operators 
calls for schedules in American 
Restaurant, Chain Store Age, Din- 
er Drive-in, Food Topics, Institu- 
tions Magazine, Restaurant Man- 
agement, Supermarket Merchan- 
dising and Supermarket News. 

A contest for grocers offers a 
grand prize of 12 days at the 
Royal Hawaiian Hotel, with 60 
prizes of Gruen watches and 60 
cash prizes of $25 each. 


Ailas Van-Lines Appoints 
Garfield Linn; Sets Drive 

Atlas Van-Lines, Chicago, has 
moved its advertising account from 
Gray & Rogers, Philadelphia, to 
Garfield Linn & Co., Chicago. 
The company simultaneously an- 
nounced a $200,000 promotional 
program in national and local me- 
dia with emphasis on local tie- 
ins. 
Atlas, currently concluding a 
comprehensive agent-selection pro- 
gram, will base its new merchan- 
dising efforts on the “inherent 
advantages of strong locally fran- 
chised member agents.” To inte- 
grate its agent and national pro- 
motional efforts, Atlas is forming 
a new promotion-coordination de- 
partment. 


in Americ 


COLLINS, 
MILLER & 
HUTCHINGS, INC. 


° 


now makes plates 
for both processes 


a’s finest 


photoengraving plant 
at Lake Street 
and Wacker Drive 


LETTERPRESS + GRAVURE 
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HOW WOULD YOU LIKE TO TAKE ON Ca 


350,000 NEW CUSTOMERS 


t Wy ep on {> 7s Oe se 


« Of course there’ll be a little excitement—always is 
when you move into a new neighborhood. But, by and 
large, things go on pretty much the same one week as 
the next in the Rocky Mountain region. 

Which means mildly cyclonic! This is lusty country 
where The Denver Post distributes its copies. Full of 
westerners—living it up. Full of people who live a mile 
high and call mountains “hills.” 


You don’t try to impress such folks. Just look ’em in the 


eye and be your natural self. That, they like—and . 


understand. 


In something over 350,000 homes The Denver Post on 


MAGAZINE 


Ap 
ike, 


/ 


SOME SUNDAY? 


OF A MD DP coe ety 


ah, i 


: 


October 7 will introduce THIS WEEK MAGAZINE. On 
that day the magazine becomes a part of the paper— 
and, glory be, a part of the life of nearly every family 
within a long day’s drive of Zebulon Pike’s hill! 


This added coverage puts THIS WEEK’s total circula- 
tion up within a hand’s breadth of 12 million a week. 


It’s a little hatd to be casual about 11,783,542 copies 
of a magazine, or about the sudden addition of a whole 


_ new empire to the family. But we shall try to be as 


nonchalant about the spectacular as our Rocky 
Mountain brethren are: Want a few new customers? ~ 
Help yourself to a fresh 350,000—over there on the hill! 


America’s Largest Family Magazine 


CIRCULATION 11,783,542 


SHARES THE POWER AND PRESTIGE OF THESE 37 GREAT NEWSPAPERS WHICH DISTRIBUTE IT 


The Baltimore Sunday Sun + The Birmingham News + Boston Sunday Herald - The Charlotte Obsefver + Chicago Daily News + The Cincinnati Enquirer 


Cleveland Plain Dealer + The Dallas Morning News + The Denver Post’ - Des Moines Sunday Register + The Detroit News « The Houston Post + The indianapolis Star 
The Jacksonville Florida Times-Union + Los Angeles Times - The Memphis Commercial Appeal + Miami Daily News + The Milwaukee Journal - Minneapolis Sundey Tribune 


New Orleans Times-Picayune-States » New York Herald Tribune - Norfolk Virginian-Pilot and Portsmouth Star + The Philadelphia Sunday Bulletin 
The Phoenix Arizona Republic + The Pittsburgh Press - Portiand Oregon Sunday Journal + Providence Sunday Journal - Richmond Times-Dispatch 
Rochester Democrat and Chronicle + St. Louis Globe-Democrat - The Salt \ake Tribune » San Antonio Express and Sunday News - San Francisco Chronicle 


The Spokane Spokesman-Review - The Syracuse Post-Standard - The Washington Sunday Star + The Wichita Sunday Eagle 


*Effective October 7, 1956 
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Frank Wright Gets Calwhey 

Landstrom Co., San Francisco, 
has appointed Frank Wright Na- 
tional Corp., San Francisco, to ad- 
vertise and merchandise Calwhey, 
a new special supplement to diet- 
etic foods. A new lable is now 
being prepared after which media 
will be selected for a test market 
campaign to be conducted through- 
out northern California. 


Rich Joins Van Munching 

John D: Rich, formerly import 
manager, New York division, Na- 
tional Distillers Products Corp., 
has been appointed metropolitan 
New York sales and promotion 
manager of Van Munching Im- 
ports Inc., importer of Grant’s 
Scotch, Otard Cognac, Hoppe Hol- 
land gin and Chateaux bottled 
wines. 


| 


Write us today for Sample Reel. 


# YOUR TY SPOTS REQUIRE EVE- 
CATCHING MOTION ON A CONSERVATIVE 
BUDGET, TRY STOP MOTION FILMS! 
Much, much lower in cost than full animation (which 
we also do for the heavier budget), Stop Motion gives 
IMPACT ic your TV sales message at LOW COST 


i 
| 


CHICAGO, AL. 
1323 S. WABASH 
. 

NEW YORK, N.Y. 
341 W. 44th &. 


Insolvencies Rising 
With Retail Sales, 


Credit Exchange Says | 


New York, July 24—Retail sales 
are up—but so is the number of 
retailer insolvencies. That’s the 
paradoxical situation in the ap- 


|parel fields today. 


According to Credit Exchange 
Inc., the number of business insol- 
vencies in the apparel fields this 
June increased 50.6% over last 
June. Furthermore, there were 
39.7% more insclvencies during 
the first six months of this year 
than during the comparable period 
last year. . 


On the other side of the ledger, 


|however, retail sales figures are 
about 


4% ahead of last year’s 
boom figures, according to Federal 
Reserve District reports. 


@ At the Credit Exchange these 
contradictory figures are explained 
this way: The little retailer just 


Crosby 


Advertising Age, July 30, 1956 


iF IC 


CONFAB—For their first annual advertising, sales and editorial staff 
conference, Miller Freeman Publications executives gathered at San 


Francisco. Shown here are W. E. 


Crosby, editor, The Lumberman, 


Seattle; Albert W. Wilson, editor, Pulp & Paper, Chicago, and George 
O. Argall, editor, Mining World, San Francisco. With them is Roy 
O. Eastman, president, Eastman Research Organization, New York, 
s who spoke to the gathering on “Editorial Research.” 


can’t keep up with the big boys. 
According to Bernard Friedel- 


BUY 


FOR 3-DIMENSIONAL COVERAGE 
OF NORTHERN ILLINOIS 


THE 


“JOLIET. HERALD NEWS 


Just one order brings 3-dimensional coverage — 
coverage in depth — of 3 major Illinois markets! 


And when you buy all 3 Copley Newspapers, YOU SAVE 9¥2c A LINE! 
Separate line rate is 53c, but all 3 cost only 43'4c a line — a saving of 18%. 


AURORA BEACON NEWS — 18c flat line rate daily or Sunday 
Circulation — Evening 29,254 . . . Sunday 30,472 


ELGIN COURIER NEWS — léc flat line rate 
Circulation — Evening 21,760 


JOLIET HERALD NEWS — 19c flat line rate daily or Sunday 
Circulation — Evening 33,290 . . . Sunday 34,150 


COPLE ¥ NEWSPAPERS 1:5 "Hometown", Newspapers covering 
Northern Illinois — Springfield, Illinois — Greater Los Angeles — and San Diego, California... 
Served by the COPLEY Washington Bureau and the COPLEY News Service. 


REPRESENTED NATIONALLY BY WEST-HOLLIDAY CO., INC. 


px re er 
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son, assistant to the president, “Al- 
though total sales figures are 
going up and everyone is optimistic 
about the second half of ’56, the 
competition is getting too rough for 
the small retailer. 

“More and more department 
stores have opened up suburban 
branches. More and more super- 
markets are going in for apparel, 


jand the discount houses which 
|started out in hard goods are now 


going in for soft goods in a big 
way,” he told AA. 


s Another market observer in a 
resident buying office blames the 
credit situation. “The small retail- 
er can’t finance the credit situation 
necessary to increase his sales vol- 
ume,” he told AA. “The small store 
must sell for cash and can’t finance 
the charge accounts and long-term 
payments that are required in to- 
day’s retailing.” 

Another resident buyer put it 
this way: “The small stores just 
don’t have the capital and the mer- 
chandise to carry on. Self-service 
stores are opening up all over the 
country—just like food supermar- 
kets. These self-service stores can 
take a $2 item and seil it for $2.39. 
The little fellow who has to sell 
the same item for $2.98 just d>esn’t - 
have a chance.” 


s The Credit Exchange insolvency 
report shows that the total insol- 
vencies for June and the first half 
of 1956 were 110 and 693, respect- 
ively, compared with 73 and 496 
for the corresponding periods of 
1955. 

The report includes bankrupt- 
cies, settlements, assignments and 
stores which went out of business 
with debts outstanding. Only re- 
tailers are covered in the categories 
of women’s, men’s and children’s 
wear, but in furs both manufactur- 
ers and retailers are included. 
Textile includes manufacturers and 
wholesalers of fabrics and ap- 
parel. 

The following tabulation com- 
pares the number of insolvencies 
in the five principal apparel cat- 
egories: 


Jan.- Jan.- 
June June June June 
1956 1955 1956 1955 
Women’s wear 326 0=— 28? 38 43 
Men's wear Joo 92 22 13 
Children's wear BA 67 lm 13 
Furs 1 26 4 0 
Textile 123 29 30 4 
Totals os ee Tie is 


Kodak Projector Adds Sound 
A new 16mm movie projector, 
produced by Eastman Kodak Co.., 
permits addition of background 
music and narration to films, with- 
out special equipment. The projec- 
tor combines the principles of a 


; tape recorder and a movie projec- 


tor in one unit. A magnetic striping 
is added to a 16mm film. Then 
narration can be added or erased 
as often as desired, or small sec- 
tions of the sound track can be 
changed to provide different mes- 
sages for various audiences. 
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The Saturday Evening e 


increases 


POST 
circulation rate base 


another 200,000 


INCREASE IN PAST 4 YEARS TOTALS MORE THAN 1,000,000 COPIES 


een aE 


PERIOD CIRCULATION RATE BASE AVERAGE DELIVERED CIRCULATION 

wie, | 3,800,000 | 4,304,440 

Je | 4,000,000 | 4,503,915 

vente wea | 4/200,000 | 4,566,737 

) [en | 4,450,000 | 4,696,323 

ssosts ess | 4650,000 | 4,850,000 

| | ““2”” | 4,850,000 | 5,000,000 
tks, the puvthal The Setsay _Sangenmmaniomencnmeene: | =n 
simcity ejereeainctcamins | STE 


years. Its circulation rate base at 
the beginning of 1953 was 
3,800,000. The new rate card issued 
recently (effective January 5, 1957) 
shows a circulation rate base of 
4,850,000 copies. That’s an in- 
crease of 200,000 over the present 
rate base and an increase of more 
than a million in the past four years. 
The average bonus to advertisers 


America reads the Post. People 
spend more time with it. And its 
commanding leadership on the 
newsstand (see the chart at right) 
is a Clear indication of its natural 
strength, week after week. Recog- 
nizing these facts, advertisers have 
invested more advertising dollars 
in the POST this year than ever 
before in its history. 


America reads the Post 
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Wisconsin Keeps 
Beer Title; U.S. 
Imbibing Up 2% 


New York, July 25—Wisconsin 
held its traditional lead among 
states in beer and malt beverage 
consumption in 1955 for the ninth 
Straight year, with a per capita 
consumption of 26 gals. 

The seventh annual edition of 
the “Brewers Almanac,” just is- 
sued by the U.S. Brewers Founda- 
tion, reports that altogether Amer- 
icans consumed 85,000,000 bbls. of 
beer and ale in 1955, a gain of 2% 
over 1954, 

The rise apparently was due to 
more people drinking the beverage, 
rather than increased individual 
consumption. The almanac said 
that per-capita consumption in the 
nation remained at 15.9 gals., the 
Same as in 1954, 


® The ranking of the seven states 
following Wisconsin’s 26 gals. per 
capita consumption remained un- 
changed from 1954, according to 
the almanac. 

Nevada’s consumption was 24.9 
gals.; Michigan, 23.3; New Jersey, 
22.1; Maryland, 21.9; Rhode Island, 
21.4; Pennsylvania, 21, and New 
York, 20.5. 

The U.S., with 90,283,000 bbls., 
held its customary lead in beer 
production among reporting na- 
tions. 

While 1955 figures were not 
available for other countries, some 
comparisons may be drawn from 
1954 consumption figures compiled 
by the British brewing trade pub- 
lication. It reported that the United 
Kingdom quaffed 33,281,000 bbls.; 
West Germany, 27,000,000 bbls.; 
Belgium, 10,226,000; France, 8,- 
863,000; Australia, 7,948,000, and 
Canada, 7,666,000. 

In per-capita consumption, how- 
ever, the U.S. was far outranked, 
tying with West Germany for sev- 
enth position with 15.9 gals. Bel- 
gium topped all other countries 
with consumption of 37 gals. per 
capita. 


= Among significant sales features 
reported by the almanac was the 
continued trend toward packaged 
beer. 

In 1955 it accounted for 77.9% 
of all beer and all consumption in 
the U.S.—a new high. 

The trend started in 1934, when 
packaged beer represented but 
25% of the total beer sales. Social 
acceptance of beer, more conveni- 
ent and attractive packaging, and 
establishment of beer as a home 
staple are among the factors cited 
by the almanac as contributing 
toward the packaged beer trend. 

Prospects at mid-1955 were 
promising for a banner year, the 
almanac reported, “until new tax 
boosts were put into effect in sev- 
eral southern states. The relation- 
ship of sales to taxes seemed never 
better illustrated than in these 
instances, with consumption tak- 
ing a substantial drop almost co- 
incidental with the tax hike, which 
in some cases pushed beer into a 
luxury class instead of being the 
low-priced commodity it was in 
tended to be.” 


s The weighted average state tax 
in 1955 was $2.44, exclusive of lo- 
cal taxes in some areas. That was 
6.1% higher than in 1954. Range 
of state taxes ran from a low of 
62¢ per bbl. in several states where 
beer figures importantly in the 
economy to a high of $16.53. 

This high brought the combined 
federal ($9) and state tax of beer 
to $25.53, as contrasted with $1 per 
barrel before prohibition. 

Federal internal revenue collec- 
tions on beer in '55 totaled $756,- 
078,000, making the combined state 
and federal ‘total $972,206,000. 


Newspaper’s Ad 
Efficiency Declines, 
Asserts TvB’s Treyz 


DENVER, July 24—Winding up its 
western swing in its running bat- 
tle with the Bureau of Advertising, 
which has been conducting its own 
drive to win advertisers away from 
tv and into newspapers, the Tele- 
vision Bureau of Advertising told 
an advertising audience here that 
the efficiency of the Denver Post 
has declined sharply in the last 
year. 

According to Daniel Starch stud- 
ies, TvB President Oliver Treyz 
told the group, average: women 
noters per dollar for this April 
over April, 1955, are down 8% for 
local ads, 23% for department store 
ads and 13% for supermarket ads. 

“Not only are newspapers suf- 
fering a qualitative decline, as re- 
vealed by TvB’s recent Chicago 
Study,” he said, “but at the same 
time newspapers are suffering a 
quantitative slump, not just in 
circulation but, more important, in 
readership.” . 

Commenting that the Starch 
studies are paid for in part by the 
Denver Post, Mr. Treyz continued: 
“In February, 1955, the average 
local ad of 1,000 lines or better, 
reached 132 women noters per dol- 
lar. The average local department 
store ad did a little better, reach- 
ing 176 noters per dollar. The av- 
erage local supermarket ad was 
below average, reaching only 95 
women noters per dollar. 


s “But this was last year, Feb- 
ruary, 1955. This year in Febru- 
ary, 1956, the picture changed. 
The average local ad is reaching 
18% fewer women noters per dol- 
lar. The average local department 
store ad, which includes compan- 
ies like Sears, Roebuck, Montgom- 
ery Ward, Denver Dry Goods and 
The May Co., is down 12%. 

“The average supermarket ac, 
including A&P, Piggly Wiggly and 
Safeway Stores, is down 21%,” he 
went on. 

“This continuing decline in 
newspaper efficiency, which we 
have studied in a number of cities 
across the land, reflects changes 
in newspaper rates, newspaper cir- 
culation and, even more impor- 
tant, the interest of women in the 
advertisements being placed in 
newspapers. 

“We believe the combination of 
the ‘Chicago Study’ with its indi- 
cations newspapers are reaching 
the wrong audience for most prod- 
ucts, and the Starch studies show- 
ing the decline in newspaper ef- 
ficiency, should certainly cause 
advertisers to think twice before 
allocating money to what is 
rapidly becoming a doubly re- 
stricting medium,” Mr. Treyz con- 
cluded. 


Fawcett Continues 


15% Commission 

New York, July 26—Fawcett 
Publications will continue to pay 
15% commission to agencies, be- 
cause it “feels strongly that the 
valuable functions of — agen- 
cies, as proved in successful opera- 
tion over many years, have made 
them indispensable both in the 
general betterment of advertising 
and in the coordination between 
the advertiser and the media 
source.” 

Faweett’s feelings were com- 
municated to presidents of major 
agencies by Roger Fawcett, vp and 
general manager of the company. 


Publisher Names Scott 

Richard C. Scott, for the past 
three years assistant advertising 
manager of Saco-Lowell Shops, 
textile machinery manufacturer, 
has been named assistant to the 


publisher of America’s Textile Re- 
porter, Boston. 


Law 


eration.” Geare-Marston, 


New York, July 26—A year-long 
publicity program culminated this 
week in a consumer campaign for 
Acronized, the new poultry-pre- 
serving process perfected by Amer- 
ican Cyanamid’s Fine Chemical di- 
vision (AA, Jan. 2). 

Color spreads in the July 30 
Life and in August issues of Good 
Housekeeping and Ladies’) Home 
Journal launched the campaign, 
which “probably” will be ‘contin- 
ued with color pages in the same 
magazines. No other advertising is 
planned. 

Acronize is a food-grade of 
aureomycin, the wonder drug. 
When added in minute quantities 


Law Expert Urges 
TV Coverage of 
Trials, Legislatures 


Ann Arsor, July 26—Radio and 
tv should not be barred from cov- 
ering courtroom and legislative 
proceedings, and most state laws 
keeping broadcasters from cover- 
ing these events are “inadequate.” 

These are the two main con- 
clusions on the subject by Samuel 
D. Shuman, associate professor of 
Wayne University, Detroit, writing 
in the 1956 edition of “Current 
Trends in State Legislation,” which 
will be published by the University 
of Michigan law school this fall. 

“The fact that television for al 
practical purposes can transmi 
only what actually happens sug- 
gests that tv and radio are closer 
to being ‘electronic journalism’ 
than entertainment,” Professor 
Shuman writes. “Hence, radio and 
television should be granted ac- 
cess where journalists are general- 
ly permitted. 


s “To deny access to the elec- 
tronic reporters is to sanction con- 
tinuance of news reports not as 
they actually occur, but rather as 
they seem to an editor who secures 
his impression of events from a 
reporter.” 

Professor Shuman denies that 
the presence of tv and radio 
equipment produces extra tensions 
in witnesses. He says further that 
radio and tv reporting would be 
beneficial and produce a public 
better informed and more inter- 
ested in legislative processes. 


Cowan Inc. Changes Name 
Louis G. Cowan Inc., New York, 
which produces “$64,000 Question” 
and several other giveaway and 
panel shows, has changed its name 
to Entertainment Productions. Mr. 
Cowan, who founded the company 
in January, 1946, disassociated 
himself from its operations some 
time ago when he became a vp of 
Columbia Broadcasting System. 
However, he retains a financial in- 


terest. in the production company. 


CONSUMER DEBUT—With color spreads like this in Good Housekeeping, 
Ladies’ Home Journal and Life, American Cyanamid’s Fine Chem- 
ical division is opening its consumer campaign for Acronized, “the 
greatest improvement in food processing since the coming of refrig- 


New York, is the agency. 


"You've Never Eaten Chicken So Good,’ 
Says Consumer Campaign for Acronized 


to the ice water tank in which 
poultry is chilled as it comes off 
the viscerating line, Acronize re- 
tards the growth of bacteria that 
cause spoilage in processed poultry. 
The result, according to the ads, is 
the “freshest, tastiest chicken 
you've ever eaten.” 


® The ads, however, do not go into 
the antibiotic details of the 
Acronized process. Copy describes 
it only as “a great new technical 
development in the process of 
fresh-dressed poultry. It is an en- 
tirely new method of processing 
the birds while they are chilling 
for shipment, that protects their 
freshness right to your dinner 
table.” 

Heralding the process as “the 
greatest improvement in food 
processing since the coming of re- 
frigeration,” the ads continue: 
“Chances are, unless you’ve a bit 
of barefoot boy or farmer’s daugh- 
ter in your background, you've 
never eaten chicken so good.” 

Acronize was accepted by the 
Food & Drug Administration about 
a year ago, the only food-preserv- 
ing antibiotic to be okayed to date. 
So far it has been authorized only 
for poultry, but the company hopes 
it soon will be okayed for red 
meats and fish. 


s Last year, as soon as govern- 
ment authorization was received, 
an educational program was started 
to acquaint science writers with 
the principles of the Acronized 
process. From the health and med- 
ical columns, this publicity cam- 
paign spread to the women’s pages 
and programs. By the first of this 
year, the information campaign 
was well under way, and the focus 
was shifted to the trade, using 
large-space ads in major food re- 
tailing and poultry-processing 
magazines. 

The consumer campaign, held 
back until national distribution 
was achieved, is based on test 
market fesults obtained in Jack- 
sonville, Fla.. Memphis, and Rich- 
mond, Va., three large “chicken- 
eating” areas. These tests, the 
company reports, proved that 
housewives not only accepted the 
Acronized process, but “greatly” 
preferred it. 

Geare-Marston, New York, is 
the agency. 


Whirlpool Names Worthington 

C. F. Worthington, formerly 
service administration director, 
has been appointed sales manager, 
refrigerators, of Whirlpool-Seeger 
Corp., St. Joseph, Mich. 


Thomas Joins Dorr Associates 
Frank Thomas has been named 
media director of August Dorr As- 
sociates, Miami. Before joining 
Dorr, Mr. Thomas did promotional 


Time Is Ripe for 
Switch to UHF, 
Says G.E.’s Baker 


New York, July 26—Growing 
obsolescence of the estimated 37,- 
000,000 vhf tv receivers now in the 
hands of the public, plus the mass 
purchase of replacement sets that 
is bound to ensue, make it urgent 
that the Federal Communications 
Commission act quickly to move tv 
into uhf channels. 

Thus does Dr. W. R. G. Baker, 
president of the Radio-Electronics- 
Television Manufacturers Assn., 
state his views in the current Ra- 
dio & Television Weekly. 

Dr. Baker, who is also a vp of 
General Electric Co., asserts that 
“an early decision by the FCC to 
move tv to the uhf channels will 
insure that all sets purchased after 
the decision is announced will be 
capable of receiving uhf pro- 
grams.” 


@ Seven years is the estimated life 
of a tv set, he said, and “if such 
a move [from vhf to uhf channels] 
were made over a seven to ten- 
year period of time, the economic 
loss to the public could be reduced 
to an absolute minimum.” 

Volume introduction of color 
tv, which is just now beginning, 
makes the switch to uhf even more 
timely, he adds. 

Calling the 70 uhf channels al- 
located to tv “the industry’s most 
precious resources,” Dr. Baker 
warned that “if lost through dis- 
use—by reallocation to other serv- 
ices—they can never be regained. 
Satisfactory expansion of tv serv- 
ices will be virtually impossible,” 
he asserted. 

Noting that only 94 uhf stations 
are in operation, compared with 
300 for which approval has been 
given, Dr. Baker emphasized that 
“if we are to have a nationwide 
competitive tv service, we must 
make effective utilization of the 
uhf channels, even if this ultimate- 
ly involves having substantially all 
tv in the uhf spectrum.” 


Hayden to Bring Out 
‘Electronic Week,’ 
Despite McGraw-Hill 


New York, July 26—Hayden 
Publishing Co., which will bring 
out a new publication in August, 
Electronic Week, declared today 
that it will not abandon its plan- 
ned development program, despite 
McGraw-Hill Publishing Co.’s no- 
tification a week ago that the name 
of the Hayden paper conflicts with 
McGraw-Hill’s Electronics Week 
(AA, July 23). 

In a joint statement released to- 
day, T. Richard Gascoigne and 
James S. Mulholland, co-publish- 
ers of Hayden Publishing Co., 
which also publishes Electronic 
Design, said: “We believe, and 
our counsel has so advised us, that 
our adoption and use of the title 
Electronic Week is entirely valid. 
Our planned development program 
is well under way, and it will not 
be abandoned.” ’ 

McGraw-Hill asserts that the 
name of the forthcoming Hayden 
publication infringes on the copy- 
righted name of its Electronics 
Week, which it says it has pub- 
lished experimentally since 1953. 


Hilton & Riggio Adds One _ 
Southern Biscuit Co., Richmond, 
has appointed Hilton & Riggio, 
New York, to handle advertising 
for its FFV cookies and crackers. 
Lindsey & Co., Richmond, previ- 
ously handled the account, except 
during 1953 when Compton Adver- 
tising, New York, was the agency 


work, 


for one year. 
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M:R ...OR,;, WHAT GOES ON HERE? 


What “clicks” in your ep eat mind “that decides him on 
our product—or somebody else’s? What is it that he’s really 
ooking for? ’ 

That’s what Motivation Research seeks to learn. And for all 
the pooh-poohing (you'll hear plenty of that!) there is this to 

be said for M.R.: 


* It can give you a better line on your prospect, a handy 
thing to have when you’re selling him. 

¢ It has worked for others, on products as varied as wear- 
ing apparel and industrial motors. 


@ It ts being used, right now, by two out of three of Amer- 
ica’s hundred biggest advertisers. 


‘ 


For ourselves, an advertising agency, we look upon Motivation | 


Research as neither a pain nor a panacea—but simply as a tool. 
‘It needs knowing where to use it, how to use it, and whether it’s 


‘ 


really the best tool for the job at hand. 
Using M.R. in this fashion, we’ve had good luck with it: first, 


on such consumer items as cookware and home dishwashers; 
later, when The Buchen Company pioneered the study of indus- 
trial buying motives.* ae 

Why do we work in both fields, consumer and industrial? Be- 
cause hasta experience has shown us that—whether it’s Motivation 
Resdarch or any other activity—our consumer background helps 
our industrial clients, and the reverse is equally true. 


The ads themselves make the point. The industrial advertiser 
wants some of the flair he sees in LIFE and the POST. Quite as 
often, the general advertiser hungers for the fact-digging and 
‘thard sell” that mark the industrial approach. 

To come upon both skills in one place can be a happy find. 
Certainly a rare one: The Buchen Company has no counterpart 


among Chicago agencies. 
' 


THE BUCHEN COMPANY + ADVERTISING 


Daily News Building « Telephone: Randolph 6-9305 «¢ Chicago 


*In this connection, you may be interested in “Ten Critical Questions About Motivation Research,” by The Buchen 
Company’s Dr. Jack Peterman, reprinted from an article in INDUSTRIAL MARKETING. We'll be glad to send you a copy. 
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Another true-to-life story about some make-believe characters 
™ + 


S 


Why do high-income families in Chicago 
buy more margarine 


than low-income families ? 


P 


: “4 


© | 
OF isis igs teens cn i eh tn Vg ety - ') to seek his fortune. 
He was so successful there that soon he could afford to move back to 
the country. So he bought a rambling ranch-type farmhouse, a radio-equipped, 


rubber-tired tractor and a $40 monthly commuter ticket. 


His name was Ole. And Ole made a name for himeelf in the margarine business. Few 
men in the food field were more market-wise or merchandising-wise (or just plain wise) than he. 
One day word came to Ole that his sales crop wasn’t doing so good 


. i 
in the northwest 40, that important market area known as Chicagoland. SF 
SS 


His share of the Chicago margarine business had dropped 66% within a year’s time. So Ole 
called in his old friend Joe, a tried-and-true hand in the Chicago Tribune advertising department. 
“‘Here’s how we stand, Joe,” said Ole. ‘‘We’re losing ground in your 


™ 
section of the country. Weaogs Now if you can help us find out 


why, we’ll see what we can do to correct the situation.” 


So Joe queried the fertile brains at the Tribune Research Department. 
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They ploughed through a lot of facts and figures a: | here’s what they turned up: Despite 


the fact that margarine has the strong appeal cfe: omy, hihi families EDs 


(29% of the market) purchased more margarine (36°. >f the total sales volume) 


than did low-income families (only 27% of the saies). 
These facts, surprising as they may be o an amateur, merely confirmed 


Ole’s professional opinion. That was why he ha: bot his"advertiging program 
YA 


mainly around national magazines ~— to reach the so-called margarine aristocracy. 


“But there’s something else you should consider,” added Joe. “A high- “ 
income family that buys margarine differs greatly from the traditional picture of the high- 
income, caviar-buying family. Instead of being supported by a single ‘white-collar’ 


breadwinner, these —_ -income margarine buyers include many ‘blue-collar’ families _ 


several members working and contributing to a fat total income.” ° 


Pap, Pee ee 


“Family aise is another hig factor in margarine sales. Big Sauiiies 
(5 or more persons) and middle-sized (3 or 4), regardless of income, account for 81% of the . 
total margarine volume.” 
“Well, I’ll be switched,” said Ole. “That seems to make sense and 


shows how wise it is to check the latest local soil reports before you plant your 


| On tha Radia af des’ sigeiite, 1 wen end Sie Olt gua ak hed 
to do next. He looked around for the advertising medium with the heaviest local sales power 


and the highest coverage of big families and high-income “blue-collar” workers in 


Chicagoland. (It wasn’t hard to find. Joe gave him the name and address.) 
Now maybe you make macaroni or mink coats ipa iiiead of wisegiith, 
But it’s not hard to see how this story fits your picture, hati If you want to know about 
Chicago, call in a joe from the Chicago Tribune and put him to work finding out. 
Nobody knows Chicago like the Tribune and... 


nothing sells Chicago like the Tribune. 


P.S. Always remember . . . If you want to SELL Chicago 


TELL, Chicas in be Chicago Cribune 


GREATEST NEWSPAPER 
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A Lesson for Marketers 

A couple of weeks ago Apvertisinc Ace published a news story 
about the National Appliance & Radio-TV Dealers Assn. that had far 
greater implications for the thoughtful marketing man than was in- 
dicated on the surface. 

The story reported that the association was starting to market a 
private label detergent called Wash Well, made by Hewitt Soap Co. 
of Dayton. The idea of the association sponsoring a private label 
detergent was suggested, the story said, by a Cleveland appliance 
dealex who reported that he makes $12,000 a year net on detergent 
sales of about $160,000, which he promotes through direct mail and 
phone solicitations. 

The principal reason for the appliance dealers’ entry into the pri- 
vate label detergent field, the story said, is that “Monsanto’s ‘all’ de- 
tergent was transferred from distribution almost exclusively through 
appliance stores to other channels. Apparently,” the story continued, 
“the dealers were more than a little piqued at Monsanto’s policy 
change, since they claim primary responsibility for establishment of 
the brand, according to NARDA.” 

The principal implications of this story are clear enough. “All” de- 
tergent made its dent in the market before Monsanto bought it, by 
stressing its affinity for automatic washing machines and by smart 
promotions with appiiance manufacturers and appliance dealers. Now 
the brand is shooting vigorously for a major place in the detergent 
market, and presumably has decided it can get it only with conven- 
tional distribution through supers. But in the meantime it has taught 
appliance dealers that, if they work at it, they can sell soap or soap 
substitutes at a profit, and they are grabbing at the opportunity. 

The over-riding lesson for marketing men is even more interesting 
than the facts indicate. The lesson is that there is nothing less rigid 
and more subject to change than the pattern of retail distribution 
that exists in this country; there are apparently no consumer prej- 
udices worth talking about against buying any particular type of 
product in any particular kind of outlet, and there is no knowing 
when an entirely new type of outlet will become important for a 
product type which has. never before been handled in such outlets. 

And, of course, there is no way either of being sure who will be 
going into brand competition with you next—or on what basis. 


How About Better Service? 


Currently there is a furor over postal rates. And second-class pub- 
lications like this are being accused of getting an unconscibnable 
subsidy from the Post Office (the Scripps-Howard newspapers the 
other day headlined a “plot” by magazines to stall the Senate hear- 
ings), so perhaps this is not the time to bring up the subject of postal 


service. 
Nevertheless, the subject requires bringing up, and we propose to 


bring it up. ef 

In simple, plain, unmistakable language: Postal service is no good. 
It is the only irnportant public service which is not\better now than it 
was 20 years ago; and it is definitely not as good now as it was 20 
years ago. . 

Same-day mail service in the same city or town is now virtually 
impossible. Pickups and deliveries, both residential and business, have 
been cut sharply, Special delivery is largely a farce. It is hard to think 
of a single aspect of American postal service—with the single excep- 
tion that foreign airmail is now vastly more efficient than it once 
was—which is even as good now as it was before the war. 

Most everything else is better than it used to be; or at least we 
like to think so. But the American public has had to put up with a 
worsened postal service, for which there is mighty little excuse. May- 
be the rates need raising. But whether they are raised or not, we all 
need better, faster, more efficient postal service. 


—W. P. Sherman, Portiand, Ore. 
“What do you mean, a No Account Executive?” 


What They’re Saying 


‘Still Making Criminals’ 

This obnoxious Green River Law 
is still making criminals out of in- 
nocent men who are trying to earn 
a living. Josef K. Williams and Ru- 
dolph H. Prezoisi were arrested the 
other day while giving away free 
packages of soap manufactured by 
the Procter & Gamble Co. 

Their crime is that they were 
going from door to door in an at- 
tempt to interest housewives in the 
merits of their product. 

This community is hampered by 
this law which makes such activity 
a crime. The law is so manifestly 
unjust that we marvel that it is 
still on the books. 

In the first place, the law is not 
being enforced universally. It 
can’t be. The law condemns any 
activity of solicitation. No one is 
allowed to use the telephone or to 
ring a doorbell in an effort to se- 
cure donations, sales or even in- 
terest in a product or service. 

But this law is violated every 
day by a majority of all men and 
women in business. The police de- 
partment overlooks the offense 
provided that whoever commits it 
is a known and respected member 
of the community. But let some 
stranger come into town who does 
the same thing and he is hailed 
into criminal court, with the pros- 
pect of being fined, jailed, or both. 

Certainly it can be annoying to 
be disturbed in your own home by 
either telephone or doorbell. But 
there is no law which compels you 
to say yes to the solicitor. Further, 
there is no law which prohibits 
you from putting out a little sign 
warning solicitors that you will re- 
ceive their advances with hostility. 

If we were to look at the busi- 
ness of solicitation with any de- 
gree of consistency, then we should 
seek to eliminate ALL solicitation. 
This would include expanding the 
Green River Law so that all radio 
and television commercials would 
be banned. 

After all, it is annoying to have 
these pear-shaped voices pleading 
with us right in our living rooms, 
to patronize this or the other prod- 
uct. And what about ads in our 
newspapers or magazines. Aren’t 
they an outrage, too? 

The truth is that until we die, all 
of us are in the business of buy- 


ing or selling something. The ease 
and comfort of our lives is related 
directly to the ambition and energy 
of American salesmen who have 
persevered in telling us about their 
wares. 

America leads the world not only 
in its ability to produce, but in its 
ability to sell what it has produced. 
If restrictions are placed upon our 
ability to sell, it must follow that 
these same restrictions will reflect 
unfavorably upon our willingness 
and ability to produce. 

Instead of making it tough on the 
boys who try to sell in a direct, 
and frequently very difficult way, 
we ought to be making it difficult 
for the officials and bureaucrats 
who dreamed up such a law and 
continue to enforce it on such occa- 
sions as it suits their fancy. 


—Editorial in the Colorado 
Gazette Telegram, May 24, 1956. 


Sell the Crackle 
Early in my career...I was 
writing advertising for the Kellogg 
cereal people, and they brought out 
a new product called Kellogg’s 
Rice Krispies. It was a wonderful 
cereal—delicious, crisp, tasty and 
made of rice. So the initial mar- 
keting strategy, quite logically, 
was to introduce it in areas where 
rice was a popular food...It was 
launched with a lot of newspaper 
and radio advertising behind it. 
But very .little happened. It 
reached the public as just another 
new delicious cereal. So what? 

One morning at home I was 
|having a bowl of it for breakfast 
and I noticed that when you 
poured on the cream you could ac- | 
tually hear little noises coming) 
from the cereal, and from that I) 
worked out a new selling approach. | 
‘It still covered the basic points of 
flavor and crispness but in an en-| 
|tirely different way. The new way | 
said “snap,” “crackle,” “pop.” “Rice 
Krispies is: so crisp it actually 
|erackles in cream. You can hear 
| it.” 

This change in the basic how of 
the message clicked right from the 
start, and Rice Krispies went on to 
become one of the most popular 
cereals in the country and is still 
using “snap, crackle and pop” as a 
jectinns theme today. 


—Jesse Ellington, chairman, Elling- 
| ton & Co., New York, before Prac- 
ticing Law Institute, July 18. | 


Advertising Age, July 30, 1956 


Rough Proofs 


Now that the demand for blend- 
ed whisky seems to be declining, 
the House of Seagram has appar- 
ently decided to go straight. 


“If the exciting things of grow- 
ing up are happening to you, you’re 
ready for Chanel.” 

It’s all part of the bait for the 
tender trap. ’ 


The latest novel exposing the 
seamy side of business is called 
“The Spiked Heel,” and of course 
there’s an adman in it who can 
almost justify the title. 


Jesse Ellington thinks creative 
advertising people should get to- 
gether with their legal advisers. 

Otherwise they'll probably meet 
them in court. 


John Fetzer and Fred Knorr 
headed a syndicate that paid $5,- 
500000 for the Detroit Tigers. 
Seems like a very expensive way 
to get baseball broadcasts on their 
stations. 


The trustees of the Briggs estate 
turned down Bill Veeck’s offer for 
the Detroit baseball franchise and 
stadium. 

Probably suspected him of hav- 
ing another midget up his sleeve. 


BBDO points out that Cream of 
Wheat a la mode is going over big 
with the kids, but then it’s a very 
poor product that won’t sell to 
youngsters when entered in a 
daily double with ice cream. 


Pinson offers in one of his 
Drawthinks in AA “six ways to 
make women.” 

The average fellow would be 
entirely satisfied with one. 


The average cost of personal 
sales calls in industry, reports 
McGraw-Hill, has gone up in the 
past ten years from $10.72 to 
$17.29. 

And purchasing agents’ waiting- 
rooms are getting bigger by the 
minute. 


Carnation Co. is advertising for 
a top-flight market research wom- 
an to handle NFI data. 

This isn’t part of Joe Friday’s 
Dragnet material, but the Nielsen 
Food Index. 


An advertising agency points up 
its detailed requirements with the 
headline, “We need a woman.” 

And who doesn’t? 


So many mailing lists of new 
mothers are now in circulation that 
inexperienced mamas are com- 
plaining that they have so many 
letters to open they don’t have 
time any more to change the baby. 


Thinking back to the glories of 
1954, New York baseball fans are 
murmuring sadly to themselves, 
“And there were Giants in those 
days.” 


Copy Cus. 
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WE FACE A FORK in the road of the sky. Man’s newest 
vehicles of flight move at “impossible” speed into an astral 
world that the day before today was dream stuff. And soon 
. .. earth satellites. To us who have grown up with aviation, 
the call is clear for a new, independent publication . . . per- 
sonal to this field, its challenging problems, and its people. 


OUR ANSWER ...MISSILES AND ROCKETS 


Now, for the first time, a magazine to serve as a forum for 
the fast exchange of ideas and information . . . to answer the 
demanding needs of the scientist, engineer, management, 
the military. And, in the same breath, to open up a specialized 
market of impressive magnitude . . . that in five short years 
has already climbed from a $21,000,000 investment to gen- 
erously over $1,000,000,000 . . . and has no place to stop! 


The Magazine of World Astronautics is the not insignifi- 
cant publishing sphere of MissiLes anpD Rockets. It will 
carry an editorial content of high technical competency. It 
will focus on timely reporting of fact, leave formula-laden 
theses to other capable hands. Its editorial board will be the 
eminent authorities of this new science-industry, men of the 
stature of Dr. Wernher von Braun, Krafft Ehricke, R. P. 
Haviland, Alexander Satin, Frederick Durant, III. 


AVIATION’S LARGEST EDITORIAL STAFF 


Behind their professional guidance, our own news and 
technical specialists, as well as new journalists carefully 
sought out to augment what is already the largest staff in 
aviation — the editors of our Aviation Daily, American 
Aviation, our other news services and periodicals. So, too, 
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many months of painstaking planning to ready the crew. 
At this very moment, MissiLes AND ROCKETs editors and re- 
searchers are in the field, the plants and the proving grounds, 
lining up the selected content for the first issue. 


LAUNCHING DATE IS OCTOBER, 1956 


With its initial issue, Missttes aND Rockets will pro- 
vide an audience of above 13,000, a substantial and grow- 
ing share of which will be paid, at $8.00 a year. Just as 
rapidly as it finds its natural acceptance, slowed down only 
by a deliberate policy of rigid subscriber selectivity, this 
circulation will be entirely paid and audited. 

To any corporation with an already identified position m 
this field, this is an unparalleled standard of market cover- 
age, quantitatively and qualitatively. To any newcomer 


whose policies call for new market exploration, this is a 
unique, one-magazine way to “find-out” at low cost. To all 
venturesome advertisers, our doors are wide open. A special 
charter advertising rate has been set up for your use of 
the first three issues (October, November, December) of 
MissiLEs AND ROCKETS...so we suggest you call our nearest 
representative, reverse the charges, and reserve your space. 


MISSILES AND ROCKETS 


The Magazine of World Astronautics 


AN AMERICAN AVIATION PUBLICATION . . . WORLD'S LARGEST AVIATION PUBLISHERS 

17 &. 48th ST., NEW YORK, N.Y. 1001 VERMONT AVE., N. W., WASHINGTON 5, D. C. 

139 NORTH CLARK ST., CHICAGO 2, ILL. 50? STEPHENSON BLDG., DETROIT 2, MICH. 
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Q8¢ 8 -eriempers the man 
Markets were made when he helped 
set national color TV standards! 


IRE congratulates Frank J. Bingley for 
his important féchnical contributions to 
electronic television. Beginning his career 
‘with Baird TV in London, England 
almost 30 years ago, Mr. Bingley is well- 
known in the radio-electronics field as an 
outstanding color TV research engineer. 
As a member of the National TV Systems 
Committee, he helped formulate National 
Color Television Standards and, in turn, 
helped launch the color TV industry! 
Leadership must be recognized... that’s 
why IRE always remembers the man. 


" PRANK J. BINGLEY, 
recipient of the 
IRE Television Award, 1956 


The Institute of Radio Engineers is a professional Society of 
50,000 radio-electronic engineers devoted to the advancement of 
their field of specialization. Their official publication, Proceedings 
of the IRE, is concerned solely with these men and their accom- 
plishments. All that is history making in radio-electronics is first 
presented, then followed step-by-step in its development, on the 
pages of Proceedings of the IRE in authoritative articles by the 
men behind these advances. 


IRE remembers the man! Is it any wonder that the men remember 
IRE? Best way to get products remembered, if they are sold in the 
radio-electronies field, is through the pages of Proceedings of the 
IRE for ...if you want to sell the radio industry, you've got to 
toll the radio engineer! 


The 
Institute of 
oer ! @ 
*Engineers = 
Proceedings of the fez: 


' Advertising Dept., 1475 Broadway, New York 36, N. Y. 


Quickie Mops Expands 
Promotion, Distribution 

Hancock Corp. Philadelphia, 
has launched an off-season pro- 
motion to introduce its Quickie 
self-wringing mops, dish and bot- 
tle mops and Hang-Raks for iron- 
ing boards in the New England 
states. Hancock is using the 28- 
station Yankee Network in New 
England for a saturation spot cam- 
paign on a seven-day basis, and 
six daily papers for weekly %- 
page insertions. 

Copy is centered around the 
automatic mop that “wrings it- 
self and cleans itself” with a down- 
ward thrust on the handle. Pro- 
motion is planned for the Mid- 
west, South and West before next 
spring. Gresh & Kramer Adver- 
tising, Philadelphia, is the agency. 


Broyles Adds Gooch Feed: 
Opens Lincoln Branch 

Galen E. Broyles Co., Denver, 
has been appointed to handle ad- 
vertising for Gooch Feed Mill Co., 
Salina, Kan., and Lincoln, Neb. 
Broyles plans to open a new branch 
office in Lincoln to handle the 
new account. The new office will 
be under the direction of Cy Cress, 
formerly director of lamb promo- 
tion and research of National Wool 
Growers Assn., Salt Lake City. 
Broyles plans advertising for 
Gooch consumer products some 
time after the first of the year. 


Luckie Builds New Olfice 

Robert Luckie & Co., Birming- 
ham agency, is building a new of- 
fice building at 11 Office Park, in 
the new Mountain Brook develop- 
ment. Completion is scheduled for 
Sept. 20. 


ARE YOU 
HALF-COVERED 


NEBRASKA’S OTHER BIG MARKET? 


Advertising Age, July 30, 19°26 


Getting Personal 


Howard Baugher, manager of the art department of Ruthrauff & 
Ryan, Chicago, has been elected president of the Chicago Civitan 
Club. He succeeds William L. Thompson, account exec of NBC- 
Radio, who has been named lieutenant governor of Civitan Interna- 
tional’s Great Lakes district . .. 

Milburn McCarty, head of the New York pr firm bearing his r ame, 
has been elected to the Dartmouth Alumni Council... 

Ruth West, when she isn’t copy supervising at C. J. LaRoche & 
Co., is busily making revisions : 
with E. P. Dutton & Co. for 
the sixth printing of her book 
“Stop Dieting! Start Losing!” 
And that’s not all: In March, 
Coronet reprinted two pages 
of the book and is planning a 
follow-up in September. Mont- 
gomery Ward is featuring the 
book in its new catalog 
and the Brewers Foundation 
bought 3,000 copies of the 
book, plus reprints of the 
chapter, “Drink Beer and Lose 
Weight.” .. 

Anne Marie Hogan will be 
married this autumn to Robert 
B. Davis, vp of Davis, Delaney, 
advertising printer... 

Bernard G. Davis, head of 
Ziff-Davis Publishing, is new 
chairman of book publishers 
for the 1956 Sister Elizabeth 
Kenny Foundation appeal... 

New proud papa is Hugh 
MeDonald, business and pro- 


duction manager of ABC's 
advertising and promotion, 
whose 7 Ib., 1 oz. son, Austin, 
was born July 7...Over at 
NBC-TV, Van Fox, free-lance 
director of live commercials on 
“The Armstrong Circle Thea- 


NEWLYWEDS—Leaving the registrar’s 
office in Ensenada, Mex., after 
being married, are Lydia Hatton, 
chief time buyer, Foote, Cone & 
Belding, Los Angeles, and Donald 
B. Reeve, Robinson-Hannagan As- 
sociates, Los Angeles. 


ter,” is the father of 7 Ib., 2 oz. 
Russell Allen, born July 6... 

Marian Winters—Mrs. Jay Smolin in private life—starred in “The 
Chalk Garden” at the Sea Cliff (Long Island) Summer Theater dur- 
ing the week of July 23. Mr. Smolin is ad and publicity director 
of Associated Artists Productions... 

Jay B. Beneman, account executive with Feigenbaum & Wermen 
Inc., Philadelphia, and Susan A. Silbertstein, of Baltimore, were 
married on July 1... 

Dick Olanoff, radio-tv director of Aitkin-Kynett agency in Phila- 
delphia, sank a hole-in-one on the ninth hole recently and is being 
promoted as a golf instructor by other members of the agency... 

Eugenia Stamler, former 
media buyer of Biow Co., was 
honored guest at a surprise 
testimonial party given by 40 
New York adwomen July 19 
at Toot Shor’s. Miss Stamler. 
part owner of the Madison 
Avenue Stable (whose one 
horse “Fly” has a single win- 
ning to its credit), was pre- 
sented a floral horseshoe for 
good luck on the new adver- 
tising career she’s planning... 

Sid Weiner, New York 
Times promotion man: and 
Freeport, L.I., commuter, had 
a fling at railroading last 
month, when he was chosen 
Engineer-for-a-Day by the 
Long Island Railroad. He rode 
to New York in the engineer’s 
cab and reports the ride was 
exciting, informative—and 
even on time... 


1956 ARB METROPOLITAN 
AREA COVERAGE STUDY 


KOLN-TY, one of America’s great area stations, covers 
Lincoln-Land —a 42-county market, 95.5% OF WHICH 
IS OUTSIDE THE GRADE “B” AREA OF OMAHA! This 
of Omaha as South 


VACATIONER—Wendell P. Colton, 
board chairman of Wendeli P. Col- 
ton Co., New York agency, vaca- 


Robin Moore, 31-year-old 
ad director of the Sheraton 
Hotel chain, gets his first 
novel published this fall. 
It’s “Pitchman,” behind-the- 
scenes account of the battle 


PROVES KOLN-TV SUPERIORITY ! 


The 1956 ARB Study of 231 markets in- 
cluded 6 in LINCOLN-LAND—S in Nebraska, | in Kansos. | 


in these 6 markets, KOLN-TV is viewed- 
most in 6 daytime categories 
out of 6 nighttime 


KOLN-TV gets on overage daytime, * rating 
of 54.0% as ageinst 15.2% for the next station. Night- 
time averages ore 59.8% for KOLUN-TV, 25.0% for the 
next sistion. Enough sald? 


The Felver Plations 


a 
v 


ow aE hee 
FOUN TY — LINCOLN, NEBRASKA 


wut RAS ROMA, KLUNOS 


Avery-Knodel, Ine. 
Exclusive National Representatives 


\ important market is as inde k 
Bend is of Fort Wayne... or as Hartford is of Providence. 
| Lincoln-Land has 200,000 families, 125,000 of them undupli- 
cated by any Omaha television signal! The latest Telepulse 
shows the importance of this non-duplication. It credits 
KOLN-TV with 138.1% more afternoon viewers than the 
next station, 194.4% more nighttime viewers! 

Ask Avery-Knodel for all the facts on KOLN.-TV, the 


Official CBS-ABC Ou ne 
Northern Kansas — “Nebraska's other big market”. 


CHANNEL 10 © 316,000 WATTS * 1000-FT. TOWER 


KOLN-TV 


COVERS LINCOLN-LAND —NEBRASKA’S OTHER BIG MARKET 


tlet for South Central Nebraska and 


—T a ye Lorne ge between independent produc- 
otel, Spring e, Nw. ers and the networks... 

Lee Patton of Certif-A-Gift Co., Evanston, Ill. (formerly with 
Needham, Louis & Brorby, Chicago), and his wife Pat are parents 
of a baby girl born on June 29. She’s been named Wendy... 

Roland Cook, assistant market research director of Meldrum & 
Fewsmith Inc., Cleveland, now owns an academic hood from West- 


‘ern Reserve University. It’s for his Ph.D. in psychology... 


Herb Comstock, manager of KAVL, Lancaster, Cal., has been 
elected president of the local Chamber of Commerce. He is the first 
broadcaster so honored by the chamber... Wayne Maller, assistant 
commercial manager of KBIG, Catalina, is recuperating from an op- 
eration at Santa Monica Hospital to remove a drill imbedded in a 
bone of his foot in a home workshop accident. . . 

Vie Rowland, press relations director of Capitol Records, made 
his announcement in the print reproduction of a record with the 
following label: “It wasn’t a hit...or a MISS (with apologies to 
Deejay Peter Potter). It was a MASTER (No. 2). Release date: 
June 30, 1956. Baby’s cries in Super Hi-Fi. Title: Dana Scott. Com- 
posed by: Vic Rowland. Produced by: Betty Rowland. Accompanied 
by: Dr. Arnold Settlage and his all-girl nurses of Good Samaritan 
Hospital, Los Angeles (the father is spinning at 78 rpm).”.. 
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Days of destruction gave way to days of construction after the 
terribly debilitating Civil War, and America continued on its 
swift, inexorable path towards the future . . . forever building 
towards the irresistible goals of freedom and democracy. Once 
again, the ideals upon which America was founded gave an 
impetus to the forward drive. 


Virgin country was plentiful, and all it needed was proper 
cultivation . . . and the means for reaching it, swiftly and 
economically. America’s leaders, men of foresight and imag- 
ination who were true builders in every sense of the word, 
envisioned the Iron Horse crossing far reaches of the country 
... aw myriad spider lines of countless railroads weaving their 
intricate patterns everywhere. Centuries-old timberlands, :sal- 
mon fisheries of the Northwest, fabulous mines . . . these, and 
many more, were to become accessible to everyone. 


f. 
The spike that joined East and West together brought about a 
new era in American expansion, and called for new and even 
more dynamic leadership . . . a leadership that acted with the 
same identity of purpose as Washington, Jefferson, and Lincoln 
before them. One nation indivisible — that was the shape of 
America . . . past, present and future. 


AMERICA’S LARGEST IDENTIFIABLE AUDIENCE OF PURPOSE. 


DRIVING THE COLDEN SPIKE AT PROMONTORY, UTAH — MAY 10, 1869 


Population growth and shifts inevitably go hand and hand with 
industrial and economic expansion, and a more abundant life. 
New marketing areas come into being and the smaller towns and 
cities become increasingly important in the business world. Thus, 
the reason for the bulk of selling being done today in towns under 
50,000 population . . . the towns where The American Legion 


shows its greatest strength. 


ADVERTISERS are facing this new marketing concept with sirat- 
egy that’s aimed in the right direction, and are coming to realize 
the great importance of The American Legion Magazine as a 
major source of small town customers . . . and dealers. For here 
is a clearly identified group — with an absolute and sincere iden- 
tity of purpose — that can secure for you the right type of read- 
ership for your advertising. 


The products you manufacture, the services you deliver . . . all 
gain immeasureably from the extra sales-power of The American 
Legion Magazine, the word-of-mouth of America’s opinion lead- 
ers who multiply many times over the effectiveness of your ads. 
That is why it makes sound sales-sense to play follow the leader 


7 Whe. Stimedtan 


LEGION 


720 FIFTH AVENUE, NEW YORK 19, ¥. Y. 
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Pharmaceutical Buys TV 
Pharmaceutical Inc., New York, 
will sponsor a new half-hour vari- 
ety series, “The Herb Shriner 
Show,” over CBS-TV starting 


Oct. 2, 9-9:30 p.m., EDT. Another 
Pharmaceutical buy for Geritol is 
“Twenty One,” a new quiz show on 
which contestants can win an un- 
limited amount of money, to bow 


SURE STRIKE! 


top 


11,047 selected top tackle dealers and jobbers. 


FISHING TACKLE TRADE NEWS 


WILMETTE 
ILLINOIS 


Oct. 2, 9-9:30 p.m., EDT. Another 
p.m., EDT. Edward Kletter Asso- 
ciates, New York, is the agency. 


Green Joins Babcock as VP 
Max Green has been named vp 
in charge of sales and marketing 
for Babcock Inc., New York, new 
marketing subsidiary of Babcock 
Box Co., Attleboro, Mass., manu- 
facturer of jewel cases. For the 
past 10 years he has been mer- 
chandising specialist and secretary 
of Lewin, Williams & Saylor, New 


York, which continues as agency 
for Babcock products. 


Socony-Mobil Buys TV Show 

Socony-Mobil Oil Co., New York, 
will sponsor “Sheriff of Cochise,” 
a new adult western series sold by 
National Telefilm Associates, for 52 
weeks in 67 midwestern markets, 
beginning in October. A Desilu 
production, “Sheriff of Cochise” 
will start filming in four weeks. 
Compton Advertising is the Socony 
agency. 


INDIANA'S 
BEST BALANCED MARKET 


© High Buying Income 
$357,000,000 Effective Buying Income in this 


rich nine-county market. This represents an in- 
crease of $15,000,000 over 1954 and reflects an 
increase of $23,000,000 in retail sales over 1954. 
Retail sales in the Lafayette market totaled 
$243,000,000 in 1955. 


© Highly Diversified Industry 


Lafayette-West Lafayette is Indiana’s best bal- 
anced market with sufficient diversification of in- 
dustry to smooth out any great peaks or valleys of 
the business cycle. 237 manufacturing plants as- 


© High Farm Income 


12 Indiana counties have a gross farm income ex- 
ceeding $10,000 or more per farm. The Lafayette- 
West Lafayette trading area includes 9 of these 12 
counties. Over 95 % of all purchases made by these 
= families are made in the Lafayette 
market. 


© High Bank Deposits 


Bank deposits in the Lafayette market are far 
greater than those of any other comparable Indi- 
ana market. A record $91,000,000, higher than 
Elkhart, Richmond, East Chicago, Anderson or 


Advertising Age, July 30, 19 


Radio Rep Offers 
All-Ohio Package 


CLEVELAND, July 24—A sale 
representative firm has been 
formed here to deliver a state- 
wide “package” of radio station 
coverage to Ohio advertisers and 
their agencies. 

Titled Ohio Stations Representa- 
tives, the company is located at 
1900 Terminal Tower, Cleveland, 
and is headed by Leonard F. Auer- 
bach, formerly sales manager of 
WDOK, Cleveland. The new com- 
pany plans to represent a selected 
list of radio stations within Ohio 
only, but outside each station’s own 
marketing area. 


® As Mr. Auerbach sees it: “Al- 
most all Ohio stations have ex- 
cluded the entire state from the 
territory given to their national 
reps. The assumption was that the 
stations would be able to cover the 
state with their own sales per- 
sonnel, but none of them have been 
able to do the job adequately be- 
cause of the press of local busi- 
ness.” 

In consequence, he said, Ohio 
agencies and advertisers are not 
kept up on possibilities in Ohio 
radio except in their own “home” 
markets. Mr. Auerbach will sell 
the state as a single “marketing 
area” covered by a list of sub- 
scribing stations—one in each ma- 
jor market (usually with a heavy 
news-and-music format) plus a 
number of stations in one-station 
markets. 

At present the subscriber list 
numbers 24 stations, including 
WERE, Cleveland, WAKR, Akron, 
and WVKO, Columbus. 


American Safety Razor 
Acquires Supreme Products 
American Safety Razor Corp., 
New York, has acquired Supreme 
Products Inc., Chicago, manufac- 
turer of precision machine parts, 
geared drill chucks and other in- 
dustrial and consumer products. 
Harris & Bond, Chicago, continues 
as Supreme’s ad agency. 
Supreme will become a wholly 
owned subsidiary of A. S. R. and 
will be known as Supreme Prod- 
ucts Corp. Louis Spatz and David 
Spatz, co-founders of Supreme, 
continue in top management posts. 
Louis Spatz is exec vp and general 
manager, and David Spatz is gen- 


Marion, points out the tremendous purchasing 
power available in this market. 


@ Purdue University . . . A Member Of The Big Ten 


12,000 students and 4,500 employees and faculty members add ipeetiy to the economic picture of this rich 
. market. The current $40,000,000 construction program at Purdue will provide facilities for tremendous increases 


in enrollment and expansion. 
Effectively Covered Only by the’ 
LAFAYETTE JOURNAL AND COURIER 


Bought and read every day by 100% of the City Zone Families and 65% of the Nine-County Retail Trading Zone 
Families. Daily Circulation 40,116 Total Net Paid—ABC March 31, 1956. 


_ sure the advertiser of high payrolls and high pur- 
chasing power. 


a i tl” WOM lll ll al a tl alla Nec iat | nsintatscinapen alittle ri > 


Traffic World's ’ 
industrial traffic 
managers (96% of U.S. 
total) average $3.2 
million each for 
freight purchases — 
have increasing in- 
portance in materials 


handling, packaging. 


Get the facts! 


TRAE EIOC 
WwoRrRtrtD 


515 Madison Aves, N.Y. 


COMPLETE MERCHANDISING SERVICES 


Advertisers like this Journal and Courier service of jumbo cards, letters, reprints and personal calls for retail tie-in 
ads. The advertiser is assured that his schedule will receive excellent cooperation,from the retail trade. 


Your Key To Greater Sales In Northwestern Indiana Is The 


LAFAYETTE 
WEST LAFAYETTE 
INDIANA 


5 Indiana's Best 
Bodanced Market 


Pn i i i INN a tt 


REPRESENTED NATIONALLY BY 
‘SAWYER-FERGUSON-WALKER COMPANY 
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: Has this 
ever 
happened 


before in 


>. 


newspaper 


history? 
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* Publishers Statement to 
the Audit Bureau of 
Circulation March 1956 
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In Washin::ton, D. C.—the only 
paper fo rise its price to readers 
had the la:ger increase in 

Sunday circulation! 


On October 1, 1955, The Washington Post and Times 
Herald increased its Sunday price to 20¢ a copy. The 
Sunday Star remained and still sells at 15¢. 


The Washington Post and Times Herald also increased 
its daily-and-Sunday home delivery price (3 out of 4 copies 
are home delivered) to $1.95 a month. The other seven- 
day paper remained at $1.75 a month. 


Although the public.now had to pay more money to 
buy The Washington Post and Times Herald, the net paid 
circulation, for the six month period beginning on the day 
the price increase became effective, actually showed an 
increase over the comparable period of the previous year. 


Both daily and Sunday. In fact, the Sunday increase of 
The Washington Post and Times Herald at 20¢ was — | 


than that of the Sunday Star at 15¢. 


More than ever before, Washington area families read 
and depend on The Washington Post and Times Herald 


as the newspaper that offers them more of what they want. 
in news, features, columnists and entertainment. When 


readers get more out of a newspaper . . . so do advertisers. 


and Times Herald 


Sunday Circulation 415,810* — up 5,625 over same period of a year ago 
Daily Circulation 382.456*—up 1,832 over same period of a year ago 


Represented by: Sawye: Ferguson, Walker Company @ The Hal Winter Company, 
Miami Beach @ Puck, The Comic Weekly @ Joshua Powers Co., Lid., London 


Washington Post 
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Allentown, Pa., Jul. 13—— 


The Call Chronicle Newspapers brought the 
mae news of the death of Lehigh Valley’s 
venerable artist-teacher, a man loved and re- 
vered by the thousands to whom he taught an 
appreciation of art. 


Bangor, Me., Jul. 13-— 


Baten Rouge, La., Jul. 13— 


Today brought State-Times and Morning Advo- 
cate readers confirmation of another new indus- 
trial plant for. area, this one an $8 million in- 
stallation for Wyandotte Chemicals at Geismar. 
Story indicated other big plants would follow. 


St. Joseph, Mo., City Council sets date for bond 
election for highway program. 
Daytona Beach, Jul. 13—— 
News-Journal readers learned their Chamber 
of Commerce is really hustling! 13 projects, 
from a study of consolidation of the Halifax 
Area to establishment of a junior college, were 

approved by its governors. 


\ 


Grand Junction, Col., Jul. 13—— 
Forest fires destroy watersheds. That is why 
citizens of Grand Junction were so interested 
in the threat of forest fires on Grand Mesa 
going out of control—as reported in their news- 
paper, the Sentinel, on Friday the 13th of July. 


Greensboro, N. c.. Jul. 13— 
A change in plans, which will greatly increase 
the water storage and pressure in the North- 
western area of the city was revealed to city 
council committeemen by city manager James 
R. Townsend. Readers caught the story in the 
Greensboro News and Record. 


Greenville, S$. C., Jul. 13— 
News & Piedmont readers learned why busi- 
ness continues excellent in South Carolina’s 
No. 1 market—19,487 new jobs, $51,000,000 in 
payrolls added in 5 years in new and expanding 
industries. That’s how fast the Cecenvilis mar- 
ket is growing. 


hat’s so different a 


Beckley, W. Va., Jul. 13— 


A master traffic “the answer to Beckley’s 
traffic problems” — presented by Councilman 
Harold Miller and Assistant Fire Chief Otis 
Lyons, was headlined on Page One of today’s 
Beckley Post-Herald and The Raleigh Register. 


Bilexi-Gulfport, Jul. 13—— 
Differences of opinion concerning operation of 
the Harrison county Youth Court program 
pote hmanpsboctates yo bg ae seg 
Gulfport, repo e Daily Herald—top news 
for residents here on Friday the 13th of July. 


Chicago, Jul. 13— 
Page One of the Chicago Tribune carried the 
explosive news that State Auditor Orville E. 
Hodge, whose office was under investigation in 
connection with a reported $500,000 worth of 
ee was subpoenaed to testify 
before Sangamon county grand jury. 


Council Bluffs, Ia., Jul. 13— 
Not always does rainfall of 1.61 inches make 
top news in the Council Bluffs Nonpareil. On 
rhiiory 2 pao piled oot eed ob grb 

to 5 in out crops for 
oar, aniled a bcaliead dey apell 


Detroit turns out as Shriners cavort: Big parade 
Friday 139th news in Free Press 


In Elgin. Ilinois, on Friday the 13th. Blackie the crow returned to his master by 4-year old finder! 


Detroit, Jul. 13—— 
The Free Press reported the four-hour parade 
that climaxed national convention of 50,000 
Shriners. An estimated 650,000 Detroiters lined 
sidewalks from Jefferson and Woodward to 
Briggs Stadium to view Shriners’ dazzling 


pageantry. 


Dubuque, Ia., Jul. 13— 
Election of Mrs. Anna M. Baxter of Dubuque 
as national treasurer of the Catholic Daughters 
of America, during the organization’s conven- 
tion, was Page One news Friday the 13th to 


Telegraph-Herald 


Elgin, Il., Jul. 13—— 
It hit Page One in The Elgin Daily Courier- 
News when Blackie, the crow, had a stroke of 
luck on Friday the 13th, wandering from the 
home of his master, George Saville, and being 
found by Larry Kaptain, 4, at 1146 Mohawk Dr. 


Fort Smith, Jul. 13— 
Two young brothers trying to float on a dis- 
carded auto gasoline tank in a stock pond, near 
Fort Smith, drowned about 5 p.m. Thursday. 
That was top news on Page One of the Fort 
Smith Times Record today. 


Hamilton, Canada, Jul. 13— 
Human interest displaced trouble in the Ham- 
ilton Spectator! Main story featured a 13-year- 
old Hamilton boy’s two days as guest of the 
RCAF as reward for his keenness to become a 


jet pilot. 


Honolulu, Jul. 13— 
Honolulu Star-Bulletin readers in 9 out of 10 
Oahu homes learned today that an Oahu prison 
parolee had admitted the brutal cutthroat mur- 
der of a cab driver last Saturday morning, and 
that the robbery netted him only $25. 


Huntington, W. Va., Jul. 13— 
“T’ve never had se | bad luck in my life,” says 
little Stephen Clark of Huntington, who cele- 
brated his 13th birthday on the front page of 
mes: gee the sales help they 

S.: Not lu t the 
from their local curepnamnin bdlicier einai: tet 
advertisers. 


Lowell, Mass., Jul. 13—— . 
Rocky Marciano was the pride of Lowell Sun 
Golden Gloves competition in 1948. Lowellians 
have a deep-rooted affection for their cham- 


. That’s why Rocky’s ru disc was 
Front page in The Sun for Friday the 13th, 


Jie ae oe as d ” — al . . bal x. “—s 2 7 *. AS i ee ee a) = RS i em < a a “Hes Geo eho os Ae ee eee ' a ag | See ee be, = ea ¢ 
ge aes re , : : E oe . pe ny 
os Re ag ° ; e2 
kia Gee aia sar 35h 
tS q 
ae a 
a ts ae 
re ye a7 > 
Sie ee ; . 
ey ee : Ne | ose ' 
a pe ee me! 
Ut pay: é “ 8 ieee " 3 
ie eo a ~~, r 7) F ‘ 
ert = : ; 4 } 
ae mt) tp okt : 
eee —- : a 
eee — .- 4 ee “een ey { 
Rae wm. Ape) 35 | Oe 
Pee : ofie a ee oe 
ee ho ae P>. ie 
ey Yoree : he 2 eS ‘ : 
4a ve —_ Dat oe ae 2 
eens =) Dollar ; eas lias ea" ® 
oo Days in full swing. Crowds from all over a pees ; 
a the area Bangor stores—buying with both rele aoe. . a 
Seng ime = oe NaS x 
a hands, Local response like this—when the call 3 a ne a 
tes. is sounded in the Bangor Daily News!—makes ; ‘ d 
each. a 
ar any product sell better. ze 
+ oot aed 
Ts. a a 
aa ar P . 
ee 
ey eee 
aa ae 
ee : 
‘ Reais ‘ 
. ‘ 
fi Ae 
ec ae 
or hp ae 
ae 
eres i 
oe , ’ 
at ‘ a < Mee: ‘4 , 
ae key Ss é é i 
i SF, 7 a 
$ eg i. ’ i ¥ ue 
eae : a ie 
te A Pes. ee 
be oe a ie. a we a it 
4 a a sy r 
F i ae ty ae F 4 
oe tae “ 
ai : 
igs 
ie cs , 
hey fer: 
Lila ee 
= os : 
me - bees it . - ‘ " Vg Sa eae anges ees aie ™ 
-~ Rie ae alles ig ae : a pee . ae. eee : 
Pes. . S Sie 3 ee ie =! ” ; . ° re ot at ite 
eee ie ee: i SRh. salty 
rey Be. a “ae ‘egal oe a oe “ ; et 
tee pele “uae : Oe Se eae —— ms - Sa D 
ee : ‘eee ae cia Wee = — a 
\ ae ates ':: a i. coo : oa 7 Shae 
fy e - ie ihe oe we ae an Sea i". aa i 
}. “= > ee =~ eee BE iets. f _ _- : 
a By. oe ie ae at ar oe | ie = 
i. a Se —_—: ae tage. Mngt ee i MG sy 
cn, aie ae 4 — eae : . an ad 
ni ot: he - rt ny ‘ | Bee . . cup a : 
an me Ree. OS eee ‘ aay ; ae se) 
ee ies. Bet a * é 4 . eo 
Wiese : MS Lom << ‘ ae > som af 4 . 
wee SS See “x . ee * ‘ ~ j é 4 et = 
BES se ~ Ea a ‘ 
| io ; Ms = a s : : ; - oe os , 
ge of, ~ Pe... ae - ‘ , pe ing é 3 mae Sat 5 
- ree 4 « %. Ses : B ex “* . : aoe ; ¥e bg e : 'e 
s a a? ihe by ta a 5 : oes ‘a Se 74 TAw f  o* 
e; i. + Sh oe - ed RS ee Eee 5 ee :: | ee 
ie... Ss age a = ’ “ES ; . . * Sige. ~~ poi 
Pt es ce aes a iy, Sr ee Fs te Pt ar ‘3 
Petes: ‘ Ls a OES, eo i Ave Sei a ees rae Lt ee et SS 
a. a gf a fe, _ J . es * Cie eas : ae ae Et 
ot. eee > am we ie es tea oe Se ee ae - Do tae wei 
a 2 , ee er es . aoe Ul RE 
i oe Ry &e ail a '*4 : Bh Me at, : KS ere ee a, ix 7, Sate ; ie, 
es ie Ob sii ‘ ” : : > ae. ae or ie 
a] > , ms : pe 5 ae 
a a i i 5, rae a aa lias BL 
ert: * ‘1 te agents , a 3 a lal eres 5 
ite ¥ * eee : é a ‘ pet le a aa ae une 
‘< : J 4 as CO ee iti ae 
was { “ : - ‘ Ca p ag : eerie if PA aaa Wigs ee ye 
ag es a . a os ae ie > . ee < 
ee ‘ * oe pi) a Meee ache e i 
BMS | oan ia t aie gas ‘anos Sie <a a 
oe a ’ _— — ee ne lll aT — 
eg * isi ' fae: -. oe vas y Ee ee Rea oe a 7 
ha Res why. 8 ieee ae gs ie ee ) Sa Pes 2 3. a = 
ene Nae: - a a ~~ t i ae ee Poe... Bese. ae oe a 
As as ow —/7 ww. eS ih — 
ae Nai sy a oe fat es Ce + Ce pk I a a ; : 
eel 7 ae — | a Ae Be oe ee Se : * 
ee + & — ae ae ee a a re 
oer. Ls is a Cer st a Ar a Mey tua a Bx : 2 | 
oe ; —_ a = ae a a Sauer ea ne a : ; 
ee as gl mi BS 2 ea ae i Sao iss RAPn gta Bee ON he een eek mee Leah 5: i 3. 
ae - iy eA oe: Oe oo, 
Bess: e (a Bes, : ‘ * = 
Rr: . cpl 3 a - é ‘ | : 
vee . “seed 
oe eee 
Ts : 
52) 
Pore ' 
Pear 
Pig : Lease nee oe ve) ; 
see Meee 4 ' : : 
“2 TT eta ee oy ES ie 
* ae B fe a ry ee 
Beg NE ee a ae Ee rela Pe J ae. 
<e pps ma REY op par at ) 2 a ) 
at. eli te cee ea | mee Pe | 
: 5 as fh LM ey SOO te ¥ Fae : 
Stee Met int iia ca sae a. 
hae ©. ia ee eae ah ae 
f Weg . ~ 4 bai a + “a4 yf am ‘ P 
it DVRs Pp 5 hia 4 i cg es 
Rites : Se Oe Me eS eae Jy (ie Oa 
char: Mp EE Se SY Coke ga” Be as a Pats : 
] a aS i ame Shoe * a oS ee é | 
. a ee eee ee Pee U 
x . “Saye an oi. % eee ich Ts +i, a! oe | 
Bi Se hth Wa. "Eyes iy " i J 
’ i % 2s x See eis @ : i 2. | 
a rads anh GMa ie ee 5 — | 
. na ‘\ : # res 4 ae hit = ‘S : rs ; 
a is 3 ep ey j Pees Pie Se nes 2 ~~ 
age hia Palle Take Oia RENE OS ores far i i 
a a peeeer st yds eo 
na 18's Mile ag PAS ee nes feel. be d 
roa 2 . : wat: tite oe é sie were sie 3 
re ee Fo OR i : go readers. 
i: pee. 3) re 
our Bg Me PN aes el * ry ee ve 
ier or ee ee 1-3 PoC ne i Hee 
Ree Pag ' Res ~ aa ; mee qf 
oe * © vee ae ee ce a2 ae, 
Sores. — re pee oh j é — 
tae 5 Paco et we : j 2: oe aS 
bee du ees a oe ~ } 
a eee aera, ame fe ie eee. "ar j 
ee: re ee v ee | a — ! 
ee ‘ 2 aly a siieacha ha ; . goes © 
ne. liege cee ae Me ae “a 
Pig pa oA Se eee ae 2 ry 
ae vie gs.” ee a a ae ee, 5. i 
cy Sa rs vudh Seems} e ; 
oe sh agile 4 Poa oe He e ‘ | 
ee 1 6. Qa eee ah _& 
aS tener eg i ye hy ‘ : ; 
On S oe. es Re se . : j 
Bale he me ET eg alle: ‘= ; 
par GS ee Ee oi \ ae : 
Bie Woo on '® Ce aa SNS el “’ 4 Es 
— yt ON ee Sal é ; 
toed >>! ‘ 
Be 
a 
te : 
we, } ' 
Be 
are é 
ath: : : 
vei . 
Rad Goats / 
“0 sy Sea % F : 
Ya ge eae bg LP a se ) — a ise 
a a Fr ae a is. EE ee eat o> i Bees te A eA ag as gh ae sO i .: ae ee 3 ea ee Be eat. ea 


Ld 


leidlentilallinla i eta aateia Tt hintaan i Coe 


ee 


_ Lubbock, Tex., Jul. 13— 

The big news readers caught on Page One of 
their Lubbock Journal was: “Girls Seek Crown 
Tonight—‘Miss Lubbock’ contestants this year 
all seem to be superior girls with high aims. 
A potential lawyer, a future geologist, and 
several beauty titlists.” 


Lynn, Mass., Jul. 13— 

The big news readers found on Page One of the 
Lynn Daily Evening Item was that bribery 
charges against police in the neighboring town 
of Winthrop had shaken that community. But a 
Winthrop police lieutenant, told the state crime 
commission its probe of gambling had injured 
the wnole department without just cause. 


Memphis, Jul. 13— 
The final day for registering to vote in the 
August 3 elections took top interest here today 
—covered by the Commercial Appeal and Press- 
Scimitar, with pictures of the latecomers! 


out Frida 
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Big Friday the 13th news in Southwest: Twister 
havoc in Oklahoma area 


~ 


Plenty! Take for example the Friday the 13th of a couple of weeks ago—Friday the 


13th of July! It was different in Memphis from what it was in St. Joe, as it was dif- 


ferent everywhere else. For after all Friday the 13th (or any other day, for that 
matter) is local—like business, like newspapers. Only the newspaper, of all media, 
has its ground in that difference, which is why the newspaper interests and excites 
people everywhere more than any other medium possibly could! 


Muncie, Ind., Jul. 13— 
Page One story in The Muncie Star: “Another 
Perfect Bridge Hand—159 billion to one,” dealt 
Mrs. D. Wedmore, 315 East Charles St. Four 
Aces, Kings, Queens and Jack of Spades—a 
— no-trump Grand Slam! That’s Muncie 
or you. 


New Orleans, Jul. 13— 
Mayor Chep Morrison told how his residence 
phone had been tapped, and three men were 
indicted for the tapping. What interests Orlean- 
ians on Friday the 13th, or any day, they find 
in The Times-Picayune New Orleans States! 


New York, Jul. 13—— 
The New York Journal-American flashed 
this local story to over 700,000 civic-minded 
families: “Five New York Port Authority 
Police Resign. Widespread Graft Investigation 
Launched.” 


Ogden, Utah, Jul. 13— 
Readers of the Ogden Standard-Examiner were 
greeted with large, full-color editorial art and 
news of “All Faces West,” a musical drama 
about Mormon pioneers, starring Igor Gorin as 
Brigham Young, commencing 6th annual per- 
formance July 13 at Ogden Stadium. 


New multi-million-dollar plastic food bag plant 
near Greenville—13th news there 


Oklahoma City, Jul. 13— 
The big news on Page One of the Oklaho:nan 
and Times was the big blow which, for the sec- 
ond time in three months, hit northeast Okla- 
samen injuring two persons and damaging 40 
omes. 


> aS gaa 


Stephen Clark celebrates 13th birthday on Page 
One of Huntington Advertiser 


Peoria, Il., Jul. 13— 
State’s attorney Railsback is considering 
whether to place charges against the Morton 
police magistrate who admitted splitting court 
costs with a state way patrolman, the Taze- 
well prosecutor said today in Pekin, the Peoria 
Journal Star reported. 


Pittsburgh, Jul. 13— 


Westinghouse Electric expands atomic 
facilities tremendously — impor‘ant news ad 
cally. So, too, are the exciting midsummer bar- 
gains advertised to the 177,000 family readers 
of today’s Sun-Telegraph, 


y th 


Pertland, Me., Jul. 13—— 
A retired New York executive plunged 11 
floors, to his death, from the Eastland Hotel in 
the heart of Maine’s largest business district, to 
capture Page One headlines for more than 159,- 
000 Portland Press Herald readers. 


Portland, Ore., Jul. 13-—— 
Portland’s Police Chief appears before the Mult- 
nomah County Grand Jury in response to sub- 

during current city vice investigations. 
He declined to testify under a waiver of im- 
munity. This was front page news to readers of 
the Oregon Journal. 


Roanoke, Va., Jul. 13-— 
Top news play here went today to a directive 
from Federal Judge John Paul. His order for 
Charlottesville to desegregate its public schools, 
starting this fall, was headlined in The Roanoke 
Times and the World-News. 


13th? 


Rochester, Nn. Wee Jul. 13—— 
Democrat and Chronicle and Time@mion 
peace sh full details of injuries to two fire- 
men, ered as they fought stubborn blaze 
that swept charcoal storage warehouse of Em- 
erson Fuel Co., 543 Lyell Ave. 


St. Joseph, Mo., Jul. 13 
Big news on Page One of the St. Joseph News- 
Press was the setting of a date by the city coun- 
cil for a bond election for St. Joseph’s share in 
$33,000,000 federal highway systein within the 
city limits. 


St. Petersburg Jul. 13-—— 
The county commissi review of bids for 


on’s 
modernizing and air conditioning Pinellas 
International Airport Terminal made top local 
news for 8 out of every 10 Pinellas County 
families who read the St. Petersburg Times. 


Shreveport, La., Jul. 13— 
The infant States’ Rights party of Louisiana be- 
gan circulating petitions to qualify it for the . 
general election, after a plea by Dean Clarence 
E. Manion at a public meeting—covered by The 
Shreveport Times and Shreveport Journal. 


South Bend, Ind., Jul. 13-— 
South Bend will continue as an automobile- 
making center through a management agree- 
ment which will allow the Curtis-Wright Corp. 
to take over management of Studebaker-Pack- 
ard, financial sources disclosed today. From 
South Bend Tribune July 13. 


Waterloo, Ia., Jul. 13— 
Church of the Brethren celebrates its Centen- 
nial with joint services in Waterloo Auditori- 
um. The complete story of the Church’s found- 
ing, as carried in the Waterloo Daily Courier, 
informed residents of the community of this 
big event. 


Waukegan, Jul. 13-—— . 
The Waukegan City Council has voted itself an 
annual expense account—big news to readers 
of the Waukegan News-Sun. today. This home- 
town news is a feature of the News-Sun, Wau- 
kegan’s hofhe-town newspaper. 


Westchester County. Jul. 13-— 
Over 140,000 readers of The Westchester Group 
Newspapers found a very short story on Page 
One this Friday the 13th. The really hard luck 
tale of a youth who wore shorts that were not 
long enough and was fined $5 under a local 
city’s ordinance. 


Wichita, Kans., Jui. 13—— 
The 26th annual Kansas State Non-professional 
Basketball Tournament returned to Lawrence 
Stadium here tonight, and that was big news to 
readers of The Wichita Eagle, Pseabe 5 Leading 
Newspaper, : 
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Canned, Dietetic Soft 
Drinks Helped Boost 
Industry Sales in ‘55 


New York, July 24—Soft drink 
sales in food chains hit a new high 
in 1955 for a total of $162,000,000, 
the current issue of Chain Store 
Age (grocery executives edition) 
reports. It attributes a large part 
of this to extension of the winter 
beverage season and the increase 
in canned, dietetic and liquid con- 
centrate beverages. 

Chains are alse watching another 
shift in the beverage business, the 
publication reports, namely, the 


growth of the king-size bottle.| 
This item has been a rapid mover | 


throughout the country, with 1955 


showing an increase for the 10 to| 
12-oz. bottle of 11.9% over 1954.) 


The 24-oz.-or-larger botile rose 
0.4% and the 6 to 9-oz. sizes rose 
3.5%. 

As recenily as ten years ago, the 
report notes, only 10% of soft 
drinks were in 6-packs; today over 
50% of ali soft drinks are sold in 


multi-packs. Since the food chains! | 


are doing a much heavier multi- 
pack business than the rest of the 
outlets, the report says, their fig- 
ures are even higher. 


® “The larger sizes and multi- 
packs have increased the number 


sult that they add anywhere from 
2% to 10% to total beverage sales 
in the food chains rather than 
showing a continued upward sales 
pattern. A typical report is 5% or 
6%. 

“Dietetic beverages are another 
item showing a marked sales in- 
crease, They are growing in popu- 
larity throughout the country. 
While many chains display these 
along with dietetic items, the more 
popular technique is generally a 
display section of the beverage de- 


partment. Many managers feel that 
dietetic beverages are the hottest 
thing to hit the beverage section.” 


Two Join ‘Sports 


Illustrated’ 
Noble D. (Red) Dougherty and 


Wallace Lawder have joined the 
New York advertising sales staff 
of Sports Illustrated. Mr. Dougher- 
ty formerly was assistant New 
York advertising sales manager of 
Fortune. Mr. Lawder previously 
was with the Chicago sales office 
of Time. 


Ford Consolidates Lincoln 
and Continental Divisions 
Ford Motor Co., Dearborn, Mich.., 
has consolidated its Continental 
and*Lincoln divisions into a single 
division, the Lincoln division. L. D. 
Crusoe, exec vp of the car and 
truck divisions, said the consolida- 
tion will not affect either the Con- 
tinental or Lincoln programs. The 
Continental Mark II will continue 
to be produced in its plant on the 
Willow Run Expressway near 
Dearborn. After mid-1957, the 
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Lincoln will be produced in its 
new plant now under construction 
at Novi, Mich. Both cars formerly 
were merchandised through the 
company’s Mercury division. 
William C. Ford, vp and a di- 
rector of the company, has been 
group director of the Continental 
and Lincoln divisions since April 
15, 1955. His new position will be 
announced in the near future. The 
consolidated division will continue 
to report to Ben D. Mills, Ford vp 
and division general manager. 


of items the food store handles,” | | be 


the report says. “However, the big} © 


gain in lines in the last few years | 
has been the widespread introduc- 
tion of canned and dietetic bev- 
erages... 

“In general, the food chains with 
the longest experience in canned 
bevetages report that there is an 
initial spurt in beverage sales when 
cans are introduced and that this 
spurt has proved to be largely plus 
business. However, canned bever- 
age sales tend to stabilize in the 
second or third year, with the re- 


LINES OF 
RETAIL GROCERY 


The Riverside Press & Enterprise pub- 
lishes more retail grocery advertising 
than 3 of the 4 Los Angeles newspapers. 
L. A. EXAMINER 840,593 Lines* 
L. A. TIMES 1,348,630 Lines* 
L. A. MIRROR-NEWS 935,700 Lines 
L. A. HERALD EXPRESS 635,761 Lines 
*Daily and Sunday 


RIVERSIDE DAILY PRESS 
AND ENTERPRISE 


1,193,444 
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Putman Appoints Roever 
Putman Publishing Co., Chicago, 
has appointed Charles Roever 
New York sales representative for 
Industry & Power, a Putman pub- 
lication located in St. Joseph, 
Mich. Mr. Roever, most recently 
with Tele-Tech & Electronic In- 
dustries, will cover metropolitan 
New York and New England, 
sharing duties with Ransom Rey- 


F 
t 


ee 
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Wilson Sporting Boosts Holt 

Harty Hoff has been named as- 
sistant advertising director of Wil- 
son Sporting Goods Co., Chicago. 
In addition to his new duties, Mr. 
Hoff will continue as advertising 
production manager. 


Johnson, Kent Adds Office 
Joiunson, Kent, Gavin & Sinding, 
newspaper representative, has 


Most Sales E xe-s 


Prefer Intervi- 
to Tests for Fir’: 


New York, July 
60% of 856 compan ec: 


National Sales Execu: . 


not use tests to pick 


job openings. Mot 
think an interviev . 


vs 


vey, made in cooperation with the 
New York University graduate 
school of business administration. 

The 37% of the companies using 
tests (1) generally speaking, are 
larger and older companies, (2) 
usually employ more than 100 
salesmen, (3) are nearly all man- 
ufacturers and (4) enjoy lower 
turnovers. 


® The five most often used tests, 


on a ee e 


alll 


nolds, present New York repre- 
. sentative, who will cover western 
New York. 


opened an office in Minneapolis at 
26 Wentworth Ct. Charles £E.|portant than a test 
Thompson heads the new office. 


it was found, are the Otis Self- 
These are twore:u!: * the sur-|Administering Test of Mental Abil- 


GOOD ENOUGH 


eo. 8 managing edifor’s philosophy 


Bob Armstrong uses his 5B pencil like a mule 
skinner uses his whip. He’s ELECTRICAL 
MERCHANDISING’S Managing Editor. He believes 


every feature in his publication must offer some- 


thing useful for its readers, In editing copy he 
asks a lot of probing, sometimes embarrassing 
questions. He makes sure readers’ questions are 
answered before they are ever asked. 


Every feature and article that goes into an issue 
goes under Bob’s pencil. He’s a tough task- 
master. Articles are often revised two or three 
times. Sometimes he sends a story back with 
“See if you can’t get the main idea across in a 
picture sequence so that the man who doesn’t 
have time to read the whole story will at least 
know what we're trying to say.” More often it 
goes back with, “Get the facts . . . more of them 
... dig.” His left-handed scrawl can be incisive. 


Bob is a positive guy. Perhaps-he became this 
way as a Purple Heart Paratroop platoon leader 
in New Guinea. He gets down to earth in a 


hurry. 


He summarizes his attitude with, “Remember, 
you’re writing for guys who are in business. 
They can’t tell whether the promotion we de- 
scribe is any good for them unless they get all 
of the facts—how much it cost, how long it ran, 
what it returned and what kind of a market it 
was used in. Our readers can’t tell if one dealer’s 
method of paying salesmen will work in their 
shop unless they know how that method com- 
pares with their own operation.” This philoso- 
phy insures a flow of useful “how-to-sell” stories. 


One of his jobs is to ride herd on the field edi- 


Electrical 


Merchandising 


tors. He makes them come up with some real 
answers. When they do, it isn’t accidental, for 
they know their stuff too. When Bob Armstrong 
makes an assignment the editorial team has the 
contacts and the ability to do a real job. Yet 
sometimes when readers write complimentary 
notes Bob isn’t sure the accolade is deserved. 
He always wants something better . . . some- 
thing more significant. 


But Bob is more than a chair-borne Managing — 


Editor. At times he acts as a marketing counsel- 
lor to dealers and manufacturers. He knows top 
retailers and distributors well and works with 
them often. This phase of his work is reflected 
in “The East” the monthly column on business 
conditions. And, like other staffers, Bob can be 
his own reporter and photographer. He started 
as News Editor and later, before his present 
job, served as Associate Editor. All of this back- 
ground and experience doesn’t go to waste. Bob 
is still a writing editor. 


Bob Armstrong and the other ELECTRICAL 
MERCHANDISING Editors put a lot into each 
issue. Dealers and distributors get a lot out of 
it... that’s why it is so effective as an advertis- 
ing medium. 


Dealers find ELECTRICAL MERCHANDISING to be 
their most useful publication for sales ideas. 
They are twice as likely to pick up ELECTRICAL 
MERCHANDISING purposely to read the ads than 
the field’s second publication. The lesson is clear. 
Use ELECTRICAL MERCHANDISING regularly to 
advertise your line. Your advertising dollar in 
ELECTRICAL MERCHANDISING will go a lot fur- 
ther toward building sales and cutting costs. 


alone will cover the market alone 


A MCGRAW-HILL PUBLICATION, 390 WEST 42ND STREET, NEW YORK 36, 1LY. 


ity, the Strong Vocational Interest 
Blank, the Bernreuter Personality 
Inventory, the Moss-Hunt Social 
Intelligence Test, and the Wash- 
burne Social-Adj ent Inven- 
tory. The average applicant is 
tested for three hours. 

Sales managers, it was said, want 
the tests to uncover the applicant’s 
personality characteristics rather 
than his job qualifications. 


Edison, Webcor Drip Suits ~ 
Thomas A. Edison Inc., West BOX 
Orange, N.J., and Webster-Chicago ty 
Corp. have dropped their court m 
suits involving tape recorder pat- 

ents. Webcor had asked the court 

to invalidate some patents held by 

Edison. Edison accused Webcor of 

patent infringement. Settlement 

was made when Webcor took a 
non-exclusive license under Edi- 

son’s tape recorder patents. 


‘Flow’ Raises Rates 

Flow, Cleveland, has issued a 
new rate card which applies to 
all new and renewal contracts re- ae, 
ceived after July 21. One page ‘ha 
b&w, one time, goes up from $595 ee 
to $650. 


Kay Lydon Opens Office 4 
Kay Lydon, formerly classified 
ad manager for the California 
Farmer, has opened her own of- 
fice at 251 Post St., San Francisco, 
to serve agencies and publications 
on agricultural accounts. 
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© TOP POWER 


316,000 Wetts 


e TOP ELEVATION 
2,000 Ft. above average 
terrain - 3,936 Ft. 
above see leve! 

e EXCLUSIVE CBS 

AFFILIATE 


For 32 years, WDBJ has been the 
favorite name in Radio in Western 
Virginia. Now—it’s TOP HEIGHT 
—TOP POWER for WDBJ-TV 
—with exclusive CBS affiliation and 
top rated programming. Let estab- 
lished audience, plus maximum cov- 
erage, plus finest facilities and talent 
work for you. 

WDBJ-TV goes to maximum 
power and height about mid-August 
—backed by a power-packed viewer 
promotion program throughout the 
coverage area! 


Ask Peters, Griffin, Woodward! 


Peters, Griffin, Woodward, Inc. 
National Representatives 
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Matchless 
Marketing 

Experience 

for anyone who 


SELLS DOCTORS 


Pharmaceutical advertisers have invested millions 
of dollars over the years, planning and producing 
advertising that will influence doctors . . . and, 
carefully analyzing results. On the record, their 
methods, decisions and conclusions must be sound. 
No one knows the medical market like these manu- 
facturers who work hand and glove with the doctor. 


This is how the pharmaceutical industry 
placed space in medical journals in 1955: 


J.A.M.A. 


Medical Economics 


MODERN MEDICINE is your most 
effective vehicle 


Millions of dollars worth of medical marketing experience 
says so. If the doctor uses, prescribes or recommends 
products like yours . . . if the doctor can affect your sales 
curve . .. you ought to advertise your important products 
in every issue of Modern Medicine. This is the journal 
America’s most successful advertisers have found to be 
the most powerful advertising medium in the medical field. 


For Increased Sales Tomorrow— 
Concentrate in the Doctors’ Market Place 


MODERN 
MEDICINE 


The Journal of Diagnosis and Treatment 
Minneapolis - New York + Chicago + San Francisco - Los Angeles 
In Canada: Modern Medicine of Canada 
In Great Britain: Modern Medicine of Great Britain 


Advertising Age, July 30, 1956 


Department Store Sales... 


2% Gain Reported for July 21 Week 


Wasuincton, July 26—Depart- 
ment store sales in the week end- 
ing July 21 were 2% ahead of sales 
for the similar week of 1955, the 
Federal Reserve Board reports. 
For the four weeks to that date 
sales were 3% ahead and for the 
year to date, 4% ahead. 

Of the 12 Federal Reserve 
Board districts, four reported sales 
running behind those of last year 
for the week. They are Philadel- 
phia, 3%; Cleveland, 3%; Rich- 
mond, 4%, and Minneapolis, 2%. 
The remaining districts showed 
gains as follows: Boston, 4%; New 
York, 9%; Atlanta, 1%; Chicago, 
3%; St. Louis, 4%; Kansas City, 
2%; Dallas, 8%, and San Francis- 
co, 1%. 

Detailed breakdown of these fig- 
ures for the districts will not be 
available until next week. For the 
two previous weeks sales broke 
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‘Boston Post’ Scene 
Peaceful—Until 
August Court Hearing 


Boston, July 26—All’s quiet at 
the Boston Post—at least till Aug. 
10. 

That’s the date when Suffolk 
superior court will start hearing 
the merits suits filed by John Fox, 
publisher of the Post, and Helen 
D. Grozier, widow of the late 
Richard Grozier, who was publish- 
er of the newspaper. 


® Mr. Fox’ action, a bill in equity, 
seeks legal restraint against the 
sale of stock in the newspaper. 
Mrs. Grozier also seeks a bar 
against stock disposal. She con- 
tends Mr. Fox owes the estate 
over which she is executrix $1,- 
200,000 as the remainder 6n some 
$4,000,000 agreed on as the sales 
price of the Post. Mr. Fox main- 
tains he has already overpaid the 
estate by $350,000. 

Judge Lewis Goldberg said that 
several plans have been proposed 
to solve the various difficulties. 


Magnavox Builds New Plant 

Magnavox Co., Fort Wayne, 
plans erection of a new plant in 
Urbana, Ill. The plant will have a 
minimum of 47,000 sq. ft. in the in- 
itial structure, with the possibility 
of an increase to 83,000 sq. ft. The 
building will include offices, lab- 
oratories and manufacturing space 
for computers and business ma- 


chines for industry. 


Magee Rejoins WHUM 

Robert C. Magee, formerly vp 
and general manager of WHUM, 
Reading, and more recently in 
broadcasting in Florida, has re- 
joined WHUM and WHUM-TV as 
general manager. He succeeds H. 
J. Greig, who has not announced 
future plans. 


Downey Joins Bass & Co. 

Sean M. Downey has joined Bass 
& Co., New York, as vp and ac- 
count supervisor of the food ser- 
vice division. He formerly was di- 
rector of public relations and ac- 
count executive of Wehner Adver- 
tising. 


Dingwall Joins Executive 

Herbert A. (Jib) Dingwall, 
formerly with Curtis Publishing 
Co., has joined Executive Service 
Corp., New York. He will handle 
procurement of executive person- 
nel for advertising agencies, pub- 


lishers and their clients. 
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RELEASED! Here's Jack Webb, your man for top ratings!... 


and Bapce 714. . ic program that proved re-runs can be great. 
39 N EW As “DRAGNET. |: is the highest-rated* mystery show on network 
television today. \s Bapce 714, the program’s spectacular 
EPISODES OF success continucs in market after market (see latest available 
ARB Ratings below)! Get the sure way to big audiences and 
- increased sales — get Bapce 714. Call or wire now for first-run © 


BA DG 2 714 syndication — in your markets. 


All Stations — 
All Sponsors 
TELEVISION 
FILMS 
SOUT ELK25,g@@MM SPOKANE SEL SP Rig O.— 33.25 : 
CaL-sreun ‘F — 663 Fifth Avenue in New York; Merchandise Mart in Chicago, Taft Building in Hollywood. In Canada: RCA Victor, 225 Mutual Street, Toronto 


*average Audience — Nielsen Television. Index, first report May-56 
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AT 4:30 P.M., SEPT. 29, 1955, on the Hudson 
River between Nyack and Tarrytown, N. Y.—the 
“closure” of the Tappan Zee Bridge took place. 
This is the last major structure in the 500-mile, 
$800 million N. Y. State Thruway. 71 major con- 
tracting and engineering firms ‘worked on and 
purchased materials for the Thruway and this 
bridge. EN-R’s subscription list showed all 71 
firms and 1300 key members of these firma get 
EN-R every weekl 
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THE FINAL SPAN! 


The “closure” of a bridge is a significant, exciting 


moment... even to callous construction men! 


If you were a construction man, how’d you feel at 
a scene like this? Work’s been going on for two 
years! It’s been in the talking and planning stage 
for a generation! Upon completion . . . millions of 
motorists, hundreds of thousands of trucks and 
huge areas of the nation will benefit from it. 


What type of bridge should it be? How will it be 
financed? Where should it be located? What kind 
of materials? Who'll do the job? Is there skilled 
labor available? At what wages? All these ques- 
tions and literally millions more present themselves 
on every major construction job. . . whether it’s a 
bridge, tunnel, highway, dam, skyscraper, housing 
development, plant, school, waterworks, or what- 
have-you. 


To answer such questions, one of the largest edi- 
torial staffs of any magazine in the world is dedi- 
cated. This staff—over 200 editors, reporters and 
correspondents—is responsible for writing Engi- 
neering News-Record every week. This staff digs 
out, interprets and boils down vital information 


é 


A McGRAW-HILL PUBLICATION * 330 WEST 42ND STREET * NEW YORK 36, N.Y. 


for the most powerful single audience of construc- 
tion men the world has ever known. An audience 
that takes part in the planning, designing and 
building of almost every major construction job 
in the country. An audience that, directly or indi- 
rectly, influences the purchase of almost all the 
equipment and materials sold to the construction 
industry. 


Is there a mightier advertising target? Or a 
better way to reach it than EN-R? 


In building and construction .. . 
If you’re important, you either read 


-ENGINEERIN 


it pn er ai ltteer emesis 


‘NEWS RECORD 


or you advertise in it, or both 
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UP 131% since 1950 . . . rapidly 
becoming ta lectronics 


U.S. Agency Names Button 
Robert E. Button has been ap- 
pointed chief of the international 
broadcasting service of the U.S. 
Information Agency, Washington. 
A former radio and televisien ex- 
ecutive with NBC and recently 
deputy chief of the agency, Mr. 
Button will be responsible for 
operation of the Voice of America 
and the agency’s tv activities. He 
succeeds J. R. Poppele, who re- 
signed July 15 to return to private 
work as a tv and radio manage- 

ment consultant (AA, June 4). 


BofA Publishes Data Booklet 
The Bureau of Advertising, 
American Newspaper Publishers 
Assn., New York, has published 
“Newspapers—at Your Service,” 
a list of newspaper research data 
and allied information. It describes 
media, market and consumer re- 
search studies prepared by the 
bureau and by newspapers 
throughout the U.S., as well as 
services and aids offered tc adver- 
tisers and agencies by the BofA. 


Do you crave car-owners? 


Readers in households 


If an automobile registration is a sign of a good prospect for 
you... you can register The News as your best prospect for 
good prospects in the New York market. Because The News has 
2,830,000 readers in households owning a car—more than all 
other New York City morning papers combined! Also more 
than all other New York City evening papers combined! And 
you get more home owners, families with children, high 
incomes, and high education brackets as well! 

In fact, before you start planning your next advertising 
program, you'll find it profitable to spend some time with the 
Profile . . . the most comprehensive study of newspaper readers 
ever made. W. R. Simmons & Associates Research interviewed 
10,345 newspaper readers in New York City and suburbs—and 
found out more about them as customers than anybody has ever 
known before. It is also one of the most costly surveys ever made, 
but it can make money for you! Ask your advertising agency, 
or any New York News office, to show you— 


“Profile of the Millions” 


THE @ NEWS, New York’s Picture Newspaper... with more than 
twice the circulation, daily and Sunday, of any other newspaper in America... 
220 East 42nd St., New York City... Tribune Tower, Chicago... 
155 Montgomery St., San Francisco. .. 3460 Wilshire Blvd., Los Angeles 


owning a car 


News........ 2,830,000 
Mirror ........ 1,180,000 
i re 
Herald Tribune . . . . 550,000 
Journal American . . . 910,000 
Pe ccccccccces ee 
World Telegram & Sun 7 


Source: “Profile of the Millions’” 
Copyright 1955 by News Syndicate Co., Inc. 
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Cokes, Capri Pants 
Get CoBilling in 
Dow Paint Campaign 


Mrpianp, Micx., July 24—Dow 
Chemical Co. will run an advertis- 
ing and promotion campaign this 
fall for latex paints, which will be 
teamed up with Cokes, Capri pants 
and a cobbler’s apron made with 
the aid of McCall’s patterns. 

Two-color ads will run in Sep- 
tember, October and November in 
American Home, Better Homes & 
Gardens, Household, Living for 
Young Homemakers, McCall’s, Suc- 
cessful Farming and The Saturday 
Evening Post. MacManus, John & 
Adams is the agency. 

The ads will feature a young 
lady atop a ladder pausing in her 
painting for a Coca-Cola. She is 
dressed in a two-piece outfit, con- 
sisting of Capri pants topped by a 
cobbler’s apron, both made of Wel- 
lington Sears sailcloth, “Topsail.” 

McCall’s designed a_ brightly 
colored paint brush motif for Dow 
and paint manufacturers and had 
them made into an “Appli-Press,” 
an iron-on applique for the pocket 
of the cobbler’s apron which deal- 
ers can offer to customers as a 
premium. 

All Coca-Cola bottlers in the U.S. 
will be informed of the promotion 
and many may include the name 
of a local paint dealer in their ads. 
Cokes will be served in paint stores 
during the promotion. 


Pabst and Standard Oil 
Sign for All-Star Game 

Pabst Brewing Co. (Leo Bur- 
nett) has signed to sponsor the 
College All-Stars vs. Cleveland 
Browns football game Aug. 10. It 
will be the sole sponsor on ABC 
Radio, and will share sponsorship 
on ABC-TV with Standard Oil Co., 
Indiana (D’Arcy Advertising). 

Last year, Miller Brewing Co. 
was the beer sponsor. It shared 
with Atlantic Refining via radio 
(Mutual), and with Standard on 
tv. 


Food Sales Rise 5%: GMA 

Sales of food and grocery prod- 
ucts for the first half of 1956 rose 
5% for a new high of $22 billion, 
according to the Grocery Manufac- 
turers of America. Prices averaged 
about 1% below last year’s first 
half. GMA predicted that sales for 
the entire year may well surpass 
$45 billion, compared with $43.7 
billion in 1955. 


H. D. Everett Joins Carll 

H. D. Everett Jr., formerly di- 
rector of marketing research of 
Ford Motor Co., has been appoint- 
ed vp of research, for Carll Associ- 
ates, San Diego public relations 
company. 


- EVERY PROMOTION 


sOssy PHOTOS 


The PHOTOMATIC Co. 


53-59 E. iMineis 5. ° 11, 
Phone pill 4- 
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What coes it take | b 
to SELL 


North Texas? 


| The Dallas News 


... with the LARGEST DAILY CIRCULATION | 
in Texas-- 212,708! 


A new all-time high in Texas—morning or evening 


HAT TEXANS*GO FOR, goes far in Texas 


... and North Texans go for The Dallas Dallas Morning News (MORNING). . . . . .212,708 | 
News. With Texas’ largest circulation, The News Houston Chronicle (EVENING). . . . . . . . 204,054* & 
alone delivers both Dallas and the surrounding Houston Post (MORNING). . ... . . . » « 202,944 f 
market as well. This is important, for more than Dallas Times Herald (EVENING) . . .. . . . 173,560 .- Me 
a third of Dallas’ retail sales volume results from Fort Worth Star Telegram(EVENING) . . . . . 134,810 fe 
the buying of out-of-town customers. Houston Press (EVENING) . ... .. . . « 120,015* 

If you plan to take Texas, base your campaign Fort Worth Star Telegram (MORNING). . . . . 116,381 

in The Dallas Morning News. Exceeding the cir- San Antonio Light (EVENING). . .. . . . . 105,810* 
culation of Dallas’ second paper by 22.6%, The News San Antonio News (EVENING). . . =... . . 75,163" : 
assures advertisers greater, more selective cover- San Antonio Express (MORNING). . . . . . . 70,033* “ 
age and larger, all-day, same-day response from Fort Worth Press (EVENING) . ..... . . 56,367 i 
throughout Texas’ largest and richest market! ABC Publishers’ Statements March 31, 1956 | 


*5-day average, Monday - Friday, all others 6-day average 


Only The Dallas News 
COVERS the 


Bigger Dallas Market! 


CRESMER & WOODARD, INC., National Representative 
New York * Chicago * Detroit + Los Angeles « Atianta * San Francisco 
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| Nee & fay 


Our advertisement in 
last weeks Advertising Age... 


POPULATION® 
Fairmont, W. Va. 
To the list of TIMES-WEST VIRGINIAN (Starts Sep. 9, 1956) 91,686 


Parkersburg, W. Va. 


FAMILY WEEKLY “ia ene 1 


TIMES (Starts Jan. 6, 1957) 150,628 


Athens, Ohio 
MESSENGER (Starts Jan. 6, 1957) 54,507 


; Klamath Falls, Ore. 
in last week's . HERALD & en (Starts Jan. 6, 1957) 69,564 ' 


ffe : Laredo, Texas 
fi ve-page A d A ge : TIMES (Starts Jan. 6,1957) 459,350 


announcement *ABC estimates of CZ and RTZ from SRDS except Laredo which is local 


an average of 20,000 circulation... 


FAMILY WEEKLY'S 3,292,643 CIRCULATION DELIVERS BLANKET 


ALABAMA: Anniston, Dothon, Florence-Sheffield-Tuscumbio-Muscle Shools, Huntsville, Tuscaloosa - ARKANSAS: El Dorado, Hot Springs, Pine Bivff - CALIFORNIA: Eureka, 
Monterey, Socramento, Sento Borbora, Sonte Rose, Vallejo » COLORADO: Grand Junction, Pueblo - CONNECTICUT: New Haven - FLORIDA: Daytona Beach, Fi. Lauderdale. 
Fort Myers, Goinesville, Orlondo, Sorosota, Tollohossee, Tompa, West Palm Beach - GEORGIA: Albany, Rome - IDAHO: Boise, Idaho Falls, Pocatello - LLINOIS: Bloomington 
Chempoign-Urbena, Denville, Le Salle, Quincy, Springfield - INDIANA: Marion, New Albony « KOWA: Council Bluffs, Dovenport, Dubuque, Sioux City, Waterloo - KENTUCKY ; 
Bowling Green, Owensboro, Paducgh - LOUISIANA: Bogolusa, Lofoyette - MARYLAND: Cumberland - MASSACHUSETTS: Lowell - MICHIGAN: Grand Rapids 
MINNESOTA: Albert Leo - MISSISSIPPI: Biloxi-Gulfport, Greenville, Tupelo, Vicksburg - MISSOURI: Jefferson City, Springfield - NEVADA: Los Vegas, Reno - NEW JERSEY: 
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.... 3,089,223 circulation LAST WEEK 


TAKE A LOOK . . . take a good long, hard look. Use your 
calipers, your slide rule and your compass. You'll be amazed and 
delighted at the dynamic, almost unbelievable, strength of this 
three-year-old selling giant of the supplements. 

FAMILY WEEKLY delivers the most uncomplicated, undupli- 
cated and unparalleled circulation pattern in the supplement field. 
If you buy American Weekly . . . or This Week . . . or Parade — 
if you buy any or all of them plus any combination of independent 
supplements, you can... 

ADD FAMILY WEEKLY, and you add 128 markets with enor- 
mous buying power. Combined, they add a giant Supercity of 


18,147,100 people in 441 counties where FAMILY WEEKLY, 


has 20% or more coverage and where its average coverage is 
61%. FAMILY WEEKLY’S Supercity market has a population 
17.6% larger than Greater New York—bigger than all Canada. 
It’s retail sales total $19,701,761,000 .. . 10.6% of the U. S. total. 


FAMILY WEEKLY sells a dual market . . . both consumer and 


dealers. Your dealers know the impact of their local newspaper 
with which FAMILY WEEKLY is distributed. They use 
FAMILY WEEKLY newspapers for their own selling, and 
support FAMILY WEEKLY advertising with tie-in advertising. 
It means strong localized support for your sales force and your 
FAMILY WEEKLY advertising. 

FAMILY WEEKLY markets are growing markets. Their rate of 
increase in population is 67% greater than the national average. 
Their newspapers are growing, too. Latest 3-31-56 ABC and 
sworn statements show a combined gain in circulation of 85,966 
over the previous statements. 

BUY FAMILY WEEKLY and ote ses a tremendously powerful 
selling force in the largest market in the world that can be reached 
with such depth by a single medium, print or broadcast. AND 
you reach it with one order, one billing and in color. Ask your 
FAMILY WEEKLY representative for full details about Amer- 
ica’s fastest-growing Sunday magazine. 


FAMILY WEEKLY MAGAZINE, Inc. 


leonard $. Davidow, Publisher 
153 N. MICHIGAN AVENUE 


NEW YORK 17: 17 E. 45th Street SANTA MONICA, CALIF.: 130 Alta Ave. DETROIT 2: 3-223 General Motors Bidg. 


CHICAGO 1, ILLINOIS 


BER TRAE TEP 


Re AE PRR eA 


COVERAGE OF THESE 128 OUTSTANDING MARKETS 


Asbury Park, New Brunswick, Trenton - MEW MEXICO: Santa Fe - NEW YORK: Elmira, Utica - NORTH CAROLINA: Concord, Solsbury - Seas Mane, Sees ee 
lima, Monsfield, Zanesville - OKLAHOMA: Ardmore, Duncan, Enid, Lawton, Muskogee - OREGON: Eugene, Klamath Falls - PENNSYLVANIA: Altoona, Loncuster « 
CAROLINA: Anderson, Florence, Sportanburg - SOUTH DAKOTA: Huron, Rapid City - TENNESSEE: Kingsport, Jockson « TEXAS: Ab:ien- nea. ee Scien Meee 
Galveston, Greenville, Kilgore, Laredo, Lufkin, Morshall, Midland, Paris, Port Arthur, Son Angelo, Snyder, Teaorkena, Tyler, Victoria, Woco. Wichite Falls - UTAH: Logan, Ogden, 
Provo - VIRGINIA: Danville, Lynchburg, Suffolk - WASHINGTON: Wolla Walla, Wenatchee, Pasco-K ich + WEST VIRGINIA Seckley, Bivefield, Fairmont, Porkers- 
burg - WISCONSIN: Racine +» WYOMING: Cosper, Cheyenne. 
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You can reach and se// this rich market 
for American goods and services through 
the pages of the family newspaper publish- 
ed to serve the needs of Americans living 
abroad ... The American WEEKEND. 

The hundreds of thousands of U.S. 
Armed Forces families, and American 
civilian employees of the military, in 
Europe, depend on The American WEEK- 
END for news of home and for American 
features edited exclusively in their inter- 
est. American advertisers depend on The 
American WEEKEND for coverage and 
sales response in this prime market. For 
WEEKEND isn’t edited and illustrated just 
for “‘barracks bachelors’’ alone. If you are 
not now getting your share of this PLUS 
market, let us show you how it can be 
done. We can show you how to net export 
profits without export red tape. . 
through the Armed Forces Exchange and 
Commissary systems and through The 
American WEEKEND. 


Write your nearest office for sample copies, and 
new market data book, “Timely Facts.” 


Seth Thomas to Erwin, Wasey 

Erwin, Wasey & Co., Chicago, 
has been appointed to handle ad- 
vertising for Seth Thomas Clocks, 
a division of General Time Corp., 
LaSalle, Ill. J. Walter Thompson 
Co. formerly handled the account. 
H. T. Millikin has been named ad- 
vertising and merchandising man- 
ager and J. A. Donahue general 
sales manager of Seth Thomas. 
Both men hold identical positions 
with the Westclox division of Gen- 
eral Time. 


Ortengren Joins Tessab 

John Ortengren, formerly public 
relations manager of Wenner-Gren 
Co. in Sweden, has been appointed 
director of marketing and research 
of Tessab Annonsbyra, Stockholm, 
leading Swedish agency and cor- 
respondent agency of J. Walter 
Thompson Co. 


Loyd Chappell Moves Office 


representative, has moved its of- 
fice from Los Angeles to 8693 Wil- 
‘shire Blvd., Beverly Hills. 


"He was a cinch to marry the boss’s daughter after J. J. heard him speak up 
in the media meeting about how things have changed in Cincinnati.”’* 


Loyd B. Chappell, publishers’ 4 


Advertising Age, July 30, 19 


Foster & Kleiser 
Revamps Sales Units 
Into National, Local 


San Francisco, July 24—In a 
major reorganization of its sales 
department, Foster & Kleiser Co., 
Pacific Coast outdoor advertising 
company, has divided the depart- 
ment into a national selling organ- 
ization and a local sales group. 

The national organization will 
have two geographical divisions— 
a southern division, which will en- 
compass southern California and 
Arizona, and a northern division, 
to cover northern California, Ore- 
gon and Wash- 
ington. The local 
sales groups in 
each of the 
branch cities will 
retain their pre- 
sent structure, 
but the Los An- 
geles and Long 
Beach branches 
will be joined in- 
to a single unit, 
Merritt F. Anderson aS will the San 

Francisco and 
Oakland branches. 

Supervising the new sales team 
is Merritt F. Anderson, director of 
sales. Mr. Anderson, who joined 
Foster & Kleiser in 1942, formerly 
was director of sales promotion. 

Mark J. Nielsen, formerly man- 
ager of the Long Beach branch, has 
been named national sales man- 
ager—southern division, and Wil- 
liam J. Treganowen, previously 
San Francisco branch sales man- 
ager, has been appointed national 
sales manager—northern division. 

Charles R. Hardison, formerly 
Long Beach sales account super- 
visor, and Edward E. Foulkes, 
previously an account executive in 
the San Francisco branch, have 
been named assistant national sales 
managers—southern and northern 
divisions, respectively. 


® Other personnel changes within 
the company include Walter E. 
Smith, formerly manager of gen- 
eral service, te director of posting 
service; Walter Weidlein, previous- 
ly assistant to the vp in charge of 
sales, to director of painted bul- 
letin service; Robert E. Leonard, 
from assistant branch manager in 
charge of sales in Los Angeles, to 
director of national sales develop- 
ment; N. M. McCready, from sales 
coordinator, to special assistant to 
the vp of sales. 

Robert E. Minco, formerly sales 
promotion supervisor in Los An- 
geles, becomes southern division 
sales promotion and research man- 
ager, and Henry W. Seidl, former- 
ly sales promotion supervisor in 
San Francisco, will be northern di- 
vision sales promotion and re- 
search manager. 


‘Military Electronics’ Bows 

The first regular issue of Mili- 
tary Electronics, Shaker Square, 
Cleveland, will appear in October. 
The new publication is designed 
“to correlate current electronic 
and equipment data having mili- 
tary significance within the pages 
of one magazine.” The advertising 
rate for one page, b&w, is $485. 


WE SELL ADVERTISING 


FOR ALERT PUBLISHERS 
y . 


*THE RUNAWAY NO. 1 DAILY NEWS 
CINCINNATI ENQUIRER. No. 
No.1 in Retail Display 1 
name-it (including Total 
Automotive Display). 


PAPER IN CINCINNATI IS NOW THE 
1 in City Zone Circulation... 
inage. No.l in just about you- 
Advertising, Total Display, a* 


duces —r Sf Mgr. 
~~ 


VLA 


LOS ANGELES * 2550 Beverly Boulevard 
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Solid Cincinnati reads the CINCINNATI ENQUIRER © Represented by Moloney, Regan & Schmitt, Inc. 
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---1n Pnriladelphia 
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BARR'S JEWELERS, KAHN’S FURNITURE STORE, LIT BROTHERS, PENN 
FRUIT, VIC POTAMKIN CHEVROLET. Local retailers who are mak- 
ing hay with the news—even during the “summer slump” 
months. In June, 1956, the news was the only Philadelphia 
newspaper to gain retail linage. The other two papers lost heavily. 


To make hay in Philadelphia, newspapers are a must. But before 
you write another order, look at all three. You'll “see the bright 
difference” at a glance. You'll see why your ads do such a job 
in the sparkling new News. In our sprightly tabloid pages your 
ads are seen .. . and when they’re seen, they sell. Maximum 


Represented by ReyNoups-FITzGERALD 
New York e Chicago e Detroit e Syracuse e Atlanta 
Los Angeles e San Francisco ¢ Seattle « Philadelphia 


visibility . . . in more than 175,000 responsive households. 


- Not the hugest circulation: but smart merchandisers know that 


one reader who sees an ad is better than 101 who don’t. 


If your ads have been getting buried in the linotype jungle of 
oversized papers, come out in the open. In the News, ads stay 
alive . . . we couldn’t bury them if we tried. 


Maybe that’s why so many astute advertisers, local and national, 
are swinging schedules to the news. They’re making hay in 
Philadelphia. Why not join them... and “see the bright 
difference.” 


PHILADELPHIA DAILY 


NEWS: 


P.S. Latest Media Records figures 
show trend continuing in July— 
the swing is to the NEWS! 
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REPORT 


from the Midwest 


World’s Richest 
Farm Market 


ee 
ys 


Fast-growing U.S.A. heaps new 
demands on Midwest Food Basket 


The Midwest has always figured prominently in 
making the U.S. the best-fed nation in the world. 
The job is getting bigger and bigger, but farmers 
like the Becks of Danville, Iowa are more than 
equal to it. 


Through mechanization, scientific methods and 
improved management, Midwest farmers are tak- 
ing in stride the extra demands being put on their 
productive capacities by a 3,000,000-a-year growth 
in U.S. population. 

They can do it, because they have the fertile 
acres and the know-how that produced $9.7 billion’ 
in cash income in 1954, 67% above the average for 


the other 40 states. Average Midwest farm income 
that year was $9,168 compared with $5,568 for farms 
in the rest of the nation. 


In the next 20 years U.S. population will climb 
to 228,500,000 — 63,000,000 more than the present 
population of all the states west of the Mississippi 
River plus Illinois and Wisconsin. These years be- 
long to the Midwest. Your golden sales opportunity 
will be here, in this Golden Area of agriculture. For 
mass coverage of this class market, advertise in the 
Midwest Farm Paper Unit, first choice with readers, 
dealers, and advertisers — one order, one plate at 
substantial savings in rates. 


. 


THREE GENERATIONS — grandfather Walter, son Waith, grandsons Larry and Bobby — with four of the six tractors which equip this productive Iowa farm. 
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4 TWO HOMES—newly refurnished and repainted—keep three generations ments. In the last 12 months they’ve bought two tractors, a cultivator, two 
going on the 400-acre Beck farm in the prosperous Danville area. The Becks wheel discs, a truck, and a 42-foot mounted harrow that enables one man to 
are expanding their operations by turning profits back into capital improve- cover 120 acres in an afternoon. Yes, farming is BIG BUSINESS in the Midwest. 
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TYPICAL of Midwest farmers’ modern operations is this $4,000 corn batch drier. THE MIDWEST FARM PAPER UNIT is first choice with farm families like 
The drier takes 370 bushels of shelled corn direct from the field and dries it for the Waith Becks. A survey of 6,049 Midwest farms—supervised by 
storing in just three hours. In season, the Becks push through four batches a Batten, Barton, Durstine & Osborn, Inc.—shows Midwest Unit Farm 
day, storing the corn in a new 24,000-bushel steel quonset grain bin. Papers preferred 3 to 1 over the second ranking farm publication. 
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| THE BECKS SPECIALIZE in feeding cattle (500 head a year) and fattening THE BECK FAMILY shown here is proof that it’s no problem te keep ’em 
hogs (700 annually). Hydraulic-dump wagons haul harvested crops from down on the farm in the Midwest, where farming’s big business and every 
the fields and grain to cattle. member of the family is an active member of the “‘board of directors’. 


| Aiaightaners FARMING IS BIG BUSINESS AND GOOD LIVING 


MIDWEST #”"/“ UNIT 


SALES OFFICES AT: ; 


35 E. Wacker Drive, 2 
Chicago 1 ... 250 Park 

Avenue, New York 17, 

New York ... 110 Sutter 

Street, San Francisco 5... : 
672 South Lafayette Park ry 
Place, Los Angeles 57. : 
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Business Paper Success Story ... 


New Ad Drive Signals Quaker Oats’ 
Eniry as Flour Consultant, Supplier 


Carcaco, July 24—With a series 
of ads in three business papers 
next month, Quaker Oats Co. will 
formally enter the food processing 
field as a consultant on oat, corn, 
barley and rice flour uses, and as 
supplier of these flours as food 
product ingredients. 

Black-and-white page ads in 
Food Engineering, Food Technol- 
ogy and Food Processing in Au- 
gust and September will ask read- 
ers: “Got a processing problem? 
Think your processing could be 
better? More economical? Ask the 
men at Quaker Oats—they can 
find the answer!” 

Through years of experience 
handling these flours, Quaker ex- 
plains, it has built up considerable 
know-how in the uses of flours as 
thickeners and carriers in food 
product composition. Further, the 
ad says, Quaker’s facilities and re- 
sources are able to produce these 
grains in any size granulation de- 
sired for feod production, from 


original grain to microscopic size. 


® Actually, this kind of operation 
is nothing new to Quaker, since 
it’s been acting as consultant and 
flour supplier for years on a spo- 
radic contractual basis. But this 
year, with sufficient resources and 
technical skills regularly available, 
Quaker is actively going out after 
this business. 

In addition to opening up a new 
sales front for Qualser, the busi- 


ness paper ads are expected to| 


open up the company’s fourth 
area of business paper advertising, 
the industrial area. Already a 
major user of business papers, 
Quaker currently has three other 
regular business paper promotions 
under way: (1) wholesale and re- 
tail grocer magazines, (2) hotel, 
restaurant and institutional publi- 
cations, and (3) magazines going 
to home economics teachers, stu- 
dents and 

Quaker put $277,000 into its 


At DOT, ae Oe ee We are 
line and halftone, 


making ou 
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’ customers from coast to coast. 
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600 W VAN BUREN ST+ CHICAGO 7 
TELEPHONE STATE 2-5367 


“Mary Alden,” bg AI Reed 
symbol of Quaker’s home econom-| 
ics and food technology skills. 


® A telling result of this contin- 
uity drive, Quaker points out, is! 
the top promotion award from | 


Topics Publishing Co. the company 


won for its promotion to grocers 
during the 1954-55 season. The 
choice was made by the trade it- 
self—independent and chain gro- 


= |cery retailers and wholesalers at 


formally becomes a consultant on 
flour uses in food manufacturing 
and flour supplier for same when 
this ad runs in leading food pro- 
cessing magazines in August. 


business paper promotion in 1955. 
A break-down of the ad budget 
this year shows about 44% of it 
going into the grocer magazines, 
40% going into hotel, restaurant 
and institutional publications and 
another 16% slated for the home 
economics magazines. An increase 
in the institutional promotion 
budget is planned for next year. 

A major reason for Quaker’s 
success with its business paper 
promotion, says Robert Macdon- 
ald, ad manager, has been the 
company’s policy of assigning 
three different agencies to handle 
the three categories of trade pub- 
lications—grocers’, institutional 
and home economics magazines. 
Former policy had each agency 
handling Quaker products doing 
all advertising on those products. 


® Major reason for the change 
to centralization, Mr. Macdonald 
says, was to gain ad continuity 
and similarity for easy identifica- 
tion by readers and also to facil- 
itate planning month-to-month 
campaigns on the different Quaker 
products. And one result of this 
switch is that all retail and whole- 
sale grocer ads now are of similar 
layout and carry key identifica- 
tions, such as the Quaker man 
and the Quaker script signature. 
Something new Quaker will try 
out with the first industrial ads is 
a new Quaker logo—the word 
“Quaker” superimposed over a 
large halftone “Q”. And in the 
same vein, Quaker’s institutional 
advertising, which is largely de- 
voted to recipes and general serv- 
ice ads, will soon feature cuts of 


whom the advertising is beamed. 

In its paramount job as a pre- 
selling force to help Quaker sales- 
men, the business paper campaign 
also seems to have scored impor- 
tant successes. Early in 1955 Quak- 
er surveyed its own sales force 
to check the effectiveness of the 
ads and noted from the question- 
naires that “a large number of 
accounts have mentioned the trade 
advertising to the sales force, that 
the majority of the salesmen use 
reprints of the ads when calling 
on customers and that they find 
the trade advertising helpful in 
creating a preference for the pro- 
motion, the product and the com- 

“The general feeling,” Quaker 
concluded, “is that the ads serve 
to introduce and pre-sell the pro- 
motion. Also, the ads help in get- 
ting more cooperation from the 
grocer and are instrumental in ob- 
taining more shelf space and dis- 
plays.” 


® Quaker has found further kudos 
for the trade publication promo- 
tion in results of surveys by 
Chain Store Age, Progressive Gro- 
cer and Super Market Merchandis- 
ing. These studies “indicate to us 
that the trade books we are using 
cover personnel we want to reach, 
are well read and have long life,” 

Quaker says. 

John W. Shaw Advertising han- 
dles all grocer trade ads for all 
Quaker products except Puss ’n’ 
Boots cat food, handled by Lynn 
Baker Inc., New York, and Flako 
Products, handled by Roy S. Dur- 
stine Inc., New York. Shaw is also 
the agency handling retail ads for 
Quaker corn products—Farina, 
Aunt Jemima and Quaker brands 
of white and yellow corn meal 
and Quaker’s gfits and corn bread 
mix. 

Quaker’s hotel, reStaurant, in- 
stitutional and the new industrial 
advertising are handled by Clinton 
E. Frank Inc., Chicago, which also 
handles consumer prorhotion of 
Quaker flours, macaroni and noo- 
dles. J. Walter Thompson Co. han- 
dles all home economics advertis- 
ing, plus consumer advertising for 
Aunt Jemima pancake and buck- 
wheat cake mixes. 


= Wholesale and retail grocer 


Advertising Age, July 30, 1956 
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THE BIG ‘Q’—Quaker Oats will try 
out a new logo this summer when 
the big ‘Q’ begins to appear in 
Quaker’s ads in restaurant, hotel 
and institutional magazines, and in 
its new food processing ads. 


magazines used by Quaker include 
Chain Store Age, Food Mart News, 
Food Topics, Food Trade News, 
Grocer Graphic, IGA Grocergram, 
Nargus Bulletin, Progressive Gro- 
cer, Supermarket News, Voluntary 
& Cooperative Groups Magazine 
and Wholesale Grocer News. 

Publications used for Quaker’s 
hotel, restaurant and institutional 
promotions include American Res- 
taurant, American School Food 
Service News, Chain Store Age, 
Diner Drive-In, Food Service, | 
Fountain & Fast Food, Hotel Man- / j 
agement, Inplant Food Manage 
ment, Institutional Feeding 
Housing, Institutions, Internation 
al Steward, Modern Hospital, Post 
Exchange, Quartermaster Review } 
and Restaurant Management. ‘ 

For industrial promotion Quaker | 
uses Food Engineering, Food Tech- 
nology and Food Processing; ads 
aimed at home economics teachers, 
students and specialists run in 
Forecast for Home Economists, 
Practical Home Economics Edi- 
tion of Co-Ed and What’s New in 
Home Economics. 


Australia Cosmetics Maker 
Will Enter U.S. Market 

National Chemical Products 
Pty., Sydney, Australia, plans to 
introduce its Napro line of blond- 
ing emulsion and cosmetic prod- 
ucts in this country. Cayton Inc., 
New York, will handle marketing, 
distribution, promotion and adver- 
tising. Test campaigns will start 
Aug. 1, using radio, tv and news- 
papers in a number of major 
markets. 


MEREDITH adic and Telewtsion STATIONS 
affiliated with Better Homes and hardens and Successful Farming magazines 


Polen 


Begs ys se CITY 


Represented by KATZ AGENCY INC. 


— 


JOHN BLAIR & CO. 


BLAIR TV, INC. 
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> OSS: Misty Las 
FIRST ROW: Bernie Swanson, George A. Barton, Walter Bixby, Charles Johnson. SECOND ROW: Ted Peterson, Bob Beebe, Halsey Hall, Bill Hengen, Bill Carison. 
THIRD ROW: Jack Goodwin, Augie Karcher, Merrill Swanson, Dick Cullum, Stu Baird, Dwayne Netlund. FOURTH ROW: Sid Hartman, Ray Canton, Jim Peterson, Tom Briere 


What makes a newspaper great? 


Wil Minneapolis get Major League 
Baseball? The whole Upper Midwest 
waits and wishes with its fingers 
crossed, including the boxful of Min- 
neapolis Star and Tribune sports 
writers pictured above, whose job it 
would be to cover the games for news- 
paper readers. All across the 3 state 
area, hopes are running high for the 
brand-new $4.5 million Metropolitan 
Stadium. This triple-decked, readily- 
expandable, 23,300 seat ballpark has 
won enthusiastic acclaim from the 
Commissioner of Baseball, the presi- 
dents of both major leagues, and an 
imposing array of major league club 
officials. 

One thing is certain. When and if it 
happens, Charles Johnson, sports 
editor of the Minneapolis Star and 
Tribune, and his capable staff, will be 
ready. Long experienced in providing 
the country’s finest year around sports 
coverage for the sports-loving 
citizenry of the Upper Midwest, 
Johnson & Co. are superbly equipped 
to add local Big League baseball re- 
porting to their long list of big-league 
reporting accomplishments. 


Under Johnson’s leadership are 
some of the liveliest, best-regarded 
talents in the business; acknowledged 
experts who travel 250,000 miles a 
year garnering eye-witness reports on 
everything from the Olympics to pan- 
fishing. Assistant Sports Editor Bernie 
Swanson and columnist Dick Cullum 
are well-known and respected regulars 
in press boxes across the nation. 
Halsey Hall is a charter member of 
the Baseball Scoring Rules Com- 
mittee. Johnson, himself, who spear- 
headed the area-wide drive to build 
the new stadium (without so much as 
a dime of tax money), is on first name 
terms with every baseball official, and 
most of the players, in the major 
leagues. 

Tosupplement this background and 
skill, Johnson’s boys are backstopped 
by award-winning photographers 
manning some of the world’s finest 
photographic equipment, including 
the amazing 600-pictures-a-minute 
Rocket camera, the Stratolens and 
the fantastic Photosweep, which takes 
pictures covering a field of 170 degrees 
at speeds of 1/1000th of a second. In 


recent months, more and more of ihe 
sports pictures thus snapped have ap- 
peared in color—part of the Minne- 
apolis Star and Tribune’s successful 
pioneering venture into daily full color 
news coverage. 

Bringing Upper Midwest news- 
paper readers the complete sports pic- 
ture is a specialty of the Minneapolis 
Star and Tribune. It’s typical of the 
thoroughness, knowledge and experi- 
ence which are cover-to-cover charac- 
teristics of these two good newspapers 
—dqualities which have earned them 
the respect and loyalty of the largest 
newspaper audience in the big and 
busy Upper Midwest. 


Copr., 1956, The Minneapolis Star and Tribune Co. 


Minneapolis 
Star zxd Tribune 


EVENING MORNING & SUNDAY 


625,000 SUNDAY - 495,000 DAILY. 
JOHN COWLES, President 
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NOBODY'S 
LISTENING 


-ALL OF THEM 


STEADY Se 
EATERS! 


What a time to talk about food...while 4,115,000 people 
a minute are listening attentively to daytime CBS Radio. 


Mostly they’re homemakers, too busy for other advertising 
media. They’re listening to 11 serial dramas on CBS Radio, 


starting at 12:00 noon, cnyt, Monday through Friday. 
In one week, these programs reach 20,548,000 different people. 
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WENDY WARREN & THE NEWS 


15 PM BACKSTAGE WIFE 
12:30 PM ROMANCE OF HELEN TRENT 


12:45 PM OUR GAL SUNDAY 


00 PM ROAD OF LIFE 
1:15 PM AUNT JENNY 
1:30 PM YOUNG DR. MALONE 


1:45 PM GUIDING LIGHT 
2:05 PM RIGHT TO HAPPINESS 
2:15 PM SECOND MRS. BURTON 


2:30 PM THIS IS NORA DRAKE 
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PRINTING COSTS TOO HGH? 


60 year old AAA! Illinois printing company with complete letter- 
press and offset facilities including composing room, plate 
making and bindery plus extremely favorable paper sources 
can reduce your costs on all types of printing—broadsides, 
brochures, catalogs, house organs, etc. 

At your convenience, a local representative will be glad to : 
discuss your printing requirements with you. 


Box 133 Advertising Age 
200 E. Mlinois Street, Chicago 11, Illinois 


P&G to Borrow $70,000,000 

Procter & Gamble Co., Cincin- 
nati, will go into the capital mar- 
ket shortly after Labor Day in a 
negotiated underwviting to borrow 
$70,000,000 on a 25-year debenture 
issue. Goldman, Sachs & Co., New 
York, will head the underwriting 
syndicate. 


RAB Adds 15 Members 

Radio Advertising Bureau, New 
York, has signed 15 new members 
/recently. The bureau reports that 
jit is now operating at the highest 
income level in its history. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job a good engraving should do. 


SELLING AT THE POINT OF IMPRESSION 
That’s the job an H&M engraving always does. 


6 


Hutchings & Meliville, inc. 


Distinguished Photoengraving 


8 
4043 N. Ravenswood Ave., Chicago 13. EAstgate 7-9220 


Faithful-to-plate 4 color wet proofing 


THEME SONG—Anheuser-Busch’s 1956-57 theme, “Where there’s life 
...there’s Budweiser,” has been set to music by the Crew Cuts. The 
one-minute tv spots have just been produced and have been used in 
St. Louis in telecasts of Cardinal road games and late movies on 
KTVI. Radio spots, of 20-second and one-minute duration, also have 
been recorded. D’Arcy Advertising Co., St. Louis, is the agency. 


Regal Pale Buys ‘Juke Jury’ 

Regal Pale Brewing Co., San 
Francisco, through Guild, Bascom 
| & Bonfigli, has purchased the Peter 
|Potter “Juke Box Jury” for 16 
‘markets in California, Nevada, 
'Arizona, Southern Oregon, Ha- 
| waii and Alaska. The show will be 
| kinescoped at KRCA, Los Angeles, 
|for later showings in the various 
| markets. 


_Dannenbaum Named VP 

| Alexander W. (Bink) Dannen- 
|baum Jr., national sales manager 
of Westinghouse Broadcasting 


|Co., New York, since March, has 
|been advanced to vp in charge of 
| sales. 


caw] IN CINCINNATI . . . 


Could Hardly 


more advertisers prefer 


the CINCINNATI TIMES-STAR 


according to Media Records 
the TIMES-STAR is . . . 


ave one item to sell. Ho 
ver, TIMES - STAR reader’ 
aa OW what they want anc 
BP hey go after it fast whe 
mq you put an inexpensive ad 
£44 in their Want Ad columns. 
Tif it's easy to do—simply dial 
CH 1-1700 and ask for Miss 
Rose. She'll help you word 
your ad to get good pros- | 
pects. 


i 


GENERAL ADVERTISING REPRESENTATIVES: O'MARA & ORMSBEE, NEW YORK, 
FLORIDA REPRESENTATIVE: McASKILL & HERMAN, 


| ii 


CINCINNATI TIMES-STAR 


—  , tenet Ganerel Linage 


Ist. in Main Department Store Linage 


Ast. in Retail Grocers Linose 


IS. in netoit Drug Linoge 


CINCINNATI'S HOME OWNED— 


HOME 


CHICAGO, DETROIT, SAN 
MIAMI BEACH 


EDITED NEWSPAPER 


FRANCISCO, LOS ANGELES 


Newsprint Production . 
Exceeds Consumption 
by 2% in First Half 


New York, July 24—Newsprint 
production during the first six 
months of 1956 exceeded consump- 
tion by a little over 2%. 

But U.S. newsprint consumption 
during the first half reached 
another alltime high. The Amer- 
ican Newspaper Publishers Assn. 
estimates total newsprint consump- 
tion for the first six months at 3,- 
413,621 tons, compared with 3,285,- 
624 tons for the same period in 55. 


Of this total the 525 daily newspa- / 


pers reporting to ANPA consumed / 
about 76% in the first half of each 
year. 

Broken down, this amounted to 
2,594,352 tons in the first half of 
"56 and 2,497,074 tons in the like 
period of ’55, an increase of 3.9%, 
and an 11.3% increase over the 
first six months of ’54. 


® Publishers’ stocks on hand and 
in transit on June 30, 1956, were 
488,331 tons, an increase of merely 
0.03% over June, 1955, but a 9.9% 
increase over June, 1954. 

Newspaper Service Bureau re- 
ports that “the 848,166 tons turned 
out by U.S. mills through the end 
of June was 101,191 tons or 13.5% 
greater than in the first six months 
of ’55. Output in Canada of 3,196,- 
159 tons was 139,199 tons or 4.6% 
above that in the corresponding 
period of last year. Thus, the 
record continental total of 4,044,325 
tons was 240,390 tons or 6.3% 
higher than in 1955.” 

Mill stocks of newsprint at the 
end of June were 139,292 tons com- 
pared with 138,336 tons at the end 
of June, 1955, and 160,321 tons at 
the end of June, 1954. 


Anglo-Newfoundland Plans Mill 
A new $60,000,000 newsprint 
mill will be built by Anglo-New- 
foundland Development Co. near 
Sioux Lookout, 175 miles north- 
west of Fort William, Ont. The new 
mill is expected to have a capacity 
of more than 100 tons a day. The 
company produced 232,000 tons of 
newsprint last year at its mill in 
Grand Falls, Nfld., which has a 
daily capacity of about 745 tons. 


Schering Names New Agency 

Schering Corp., Philadelphia, has 
appointed Sudler & Hennessey, 
New York, to handle advertising 
for its new anti-rheumatic drug, 
Sigmagen. L. W. Frohlich & Co., 
New York, continues to handle 
Schering’s other ethical pharma- 
ceuticals. 


Western Dailies Names Fox 
William C. Fox has been ap- 
pointed to the Los Angeles sales 
staff of Western Dailies, national 
newspaper representative, Dallas. 
Mr. Fox was formerly assistant ad 
manager of the Review Journal, 


Vegas. 
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“The electronic subjects in MI are of particular interest,” says 
Dodge’s President William Newberg, “because that is a hobby 
of mine. But naturally my favorite is the automotive section — 

rtially because I was once a test driver myself, but mostly 
lociaas my old friend, Tom McCahill not only reports the facts 
of the tests, but also favors the reader with his stimulating 
opinions.” 

WHAT THIS MEANS TO YOU .. . “Bill” Newberg, like 
Donald Douglas, William Ford and many other leading busi- 
ness and public figures, finds MECHANIX ILLUSTRATED a practical, 
highly readable publication. So, too, do the “MI-Million”, affluent 
men with an avocational interest in automobiles, electronics, “do- 


Illustrated has always one of my 
favorite magazines”... says William C. Newberg § 


CHRYSLER CORPORATION GROUP VICE PRESIDENT-AUTOMOTIVE 


it-yourself”, just about any hobby you might mention. MI covers 
more of their outside interests than any other magazine in its 
field. 

HERE’S WHEKE YOU FIT .. . if you sell power tools, build- 
ing supplies, paint. plastics, photo equipment . . . any product 
home craftsmen u-~ ... MECHANIX ILLUSTRATED will move you as 
close to this read) ‘o-spend audience as you can get. And, dollar- 
wise today a grea! buy . . . MI advertisers received a 126,097 
bonus above the ‘0,000 Guarantee, the first quarter of 1956. 
MECHANIX ILI. STRATED, A Fawcett Publication, New 


York—Chicago—Detroit—Los Angeles—San Francisco—Miami 
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Wool Industry 
Gears for Major 
Ad Push This Fall 


HELENA, Mont., July 24—A 
stepped-up advertising and promo- 
tion program for the U. S. wool 
industry is being readied by the 
Wool Bureau, Max F. Schmitt, 
president of the bureau, told lead- 
ers of the industry here last week. 

Speaking at the annual mid- 
summer meeting of the council of 
directors of the American Wool 
Council, Mr. Schmitt reported that 
“more segments of the wool in- 
dustry are supporting the bureau’s 
program.” . 

The stepped-up advertising and 
promotion program, he said, will 
be launched within a few months, 
largely by means of increased 
magazine advertising. The cam- 
paign will stress the story of wool’s 
combination of performance quali- 
ties afid versatility with particular 
» emphasis on promoting apparel for 
the youth market. 


s Eight major blanket manufac- 
turers will join in an advertising 
program this fall, he said. It will 
be the first industrywide effort 
of its type. Ads will break in 
September and October issues of 
Living for Young Home-Makers, 
Good Housekeeping, Ladies’ Home 
Journal, McCall’s, The New York- 
er, New York Times Magazine and 
Woman’s Home Companion. 

The campaign for wool blankets 
will be backed by special retail 
promotion, and retail stores also 
are expected to cooperate with 
local advertising. 

Companies participating include 
Fairibo Blankets, Kenwood Mills, 
Lebanon Woolen Mills, Mariposa 
Blankets, North Star Woolen Mills, 
Orr Felt & Blanket Co., St. Mary’s 
Blankets and Springfield Woolen 
Mills Co. 

The advertising program is be- 
ing handled by J. Walter Thomp- 
son Co., the Wool Bureau’s agency. 


@ Within the next few weeks, 
other details of the bureau's adver- 
tising for the ensuing year will 
be released in New York. 

The promotion program for 
wool, Mr. Schmitt said, now has 
the support of such groups as 
American Sheep Producers Coun- 
cil, Wool Inc.—representing the 
Boston and Philadelphia wool 
trade—and leading mills and 
manufacturers. 


Four A’s Sets Region Confabs 
The American Assn. of Advertis- 
ing Agencies, New York, has 
scheduled the following dates for 
its four regional conventions: cen- 
tral region, Oct. 4-5 at the Sher- 
aton-Blackstone Hotel, Chicago; 
western region, Oct. 7-10 at the 
Hotel Del Coronado, Coronado, 
Cal.; east central region, Oct. 19- 
20 at the Aurora Inn, Aurora, O., 
and the eastern region, Nov. 27-28 
at the Hotel Roosevelt, New York. 


‘Wall Street Journal’ Boosts 3 

The Wall Street Journal has 
promoted Raymond Evans from ad 
manager of its eastern edition to 
: associate ad manager of the na- 
tional edition. John H. Biedenkapp, 
previously ad manager of the Pa- 
cific Coast edition, becomes east- 
ern edition ad manager. New ad 
manager of the Pacific Coast edi- 
tion is George Dupee, who has 
been on the ad sales staff in Los 
Angeles. 


Farson, Huff Adds Account 

Breneman-Hartshorn, Cincin- 
nati, manufacturer of window 
shades and venetian blinds, has ap- 
pointed Farson, Huff & Northlich, 
Cincinnati, to handle its advertis- 
ing. Ross Wilson Advertising 
Agency, Cincinnati, formerly han- 
dled the account. 
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SAME SPiRIT—The vehicle has changed but the theme is the same. 
Back in 1903, Willys Motors, then known as Standard Wheel Co., 
ran its first Saturday Evening Post ad, which emphasized the 
“there-and-back” dependability of the Overland. This present-day 


SEP ad for Willys Jeeps plays 


up the “Gets there. ..” idea. 


Newspapers, Advertisers Increase Use 
of Weekday Color Ads on Comics Pages 


Cuicaco, July 24—The use of 
r.o.p. color half-page vertical ads 
in weekday newspaper comic 
pages by national advertisers—and 
the number of newspapers that 
will accept the ads—has increa’ed 
sharply since the first ad appeared 
last November in the Miami Daily 
News. 

Jake Sawyer, vp of Sawyer- 
Ferguson-Walker, newspaper rep- 
resentative, told ADVERTISING AGE 
that at least 15 large companies are 
planning ad campaigns in the 
weekday comics sections of news- 
papers in’ the near future. Al- 
though he declined to name the 
companies, he said the concerns 
produce cereals, soft drinks, soap 
and gasoline and oil. 

In eight months, the number of 
newspapers accepting the color 
comics page copy on weekdays 
increased from one (Miami Daily 
News) to 169 in 144 markets. Mr. 
Sawyer was unable to estimate 
how many newspapers that do not 
have color facilities would run 
the vertical half-page ads in b&w. 


@ “There are a number of ad- 
vantages to running the comics 
page ads during the week,” Mr. 
Sawyer said. “Since most of the 
advertisers who use this kind of 
advertising are food manufactur- 
ers, it is more to their advantage 
to run ads on weekdays since the 
biggest shopping days are Thurs- 
day, Friday and Saturday. 

“Surveys have proved that 
readership of comics pages is very 
high. Thus, an ad on those pages 
will get much higher readership 
than if it is placed with many 
other food ads in the ‘food sec- 
tions’ of newspapers. Food sections 
have doubled in size in the last 12 
years. 

“Another marked advantage is 
that position on comics pages does 


not cost the advertiser any more 


than if he were to run a similar ad 
in another section of the paper.” 

The Grand Rapids Herald, a 
newspaper without color facilities, 
has had great success with vertical 
ads, Mr. Sawyer said. The news- 


paper did not accept the vertical 


ads until three months ago. 
The first ad was run on a Satur- 


day morning by a local appliance 


dealer. As a direct result of the ad, 
eight new and five used refrigera- 


tors were sold. The dealer de- 
scribed the ad as the most effective 


he had ever run. 
The Herald now runs six half- 


page ads weekly on its comics 


pages. About 90% of this adver- 
tising represents new or increased 
business, according to Mr. Sawyer, 


= The one major headache for 


newspaper representatives, agen 
cies and advertisers in using the 
comics pages during the week is 
that the ads are not accepted in 
several major markets. Among the 


markets are New York, Philadel- 
phia, Cleveland, Detroit, St. Louis, 
Milwaukee and Minneapolis. In 
Chicago, only the Daily News (one 
color) will handle the ads. 

“There are still many holes! 
throughout the U.S. for an ad-| 
vertiser who wishes a package) 
deal to hit many markets,” Mr. | 
Sawyer said. “However, I feel) 
that because of the big advertising 
potential and volume of comics 
page ads, all newspapers even- 
tually will accept the vertical ads.” 

Some of the national advertisers 
who have used the ads from time 
to time since last November are 
Procter & Gamble, General Mills, 
Kraft Foods, Hi-C-Orange-Ade 
(Minute Maid Corp.), Red Heart 
dog food (John Morrell & Co.) 
and Sealtest products (National 
Dairy Products Corp.). 


‘Appleton Post-Crescent’ 
Publishes 9th Consumer Study 

The Post-Crescent, Appleton, 
Wis., has published its ninth an- 
nual “Consumer Buying Habit 
Study of the Appleton, Neenah- 
Menasha, Wis., City Zone Market.” 
The study covers consumer brand 
preferences and habits and in more 
than 130 categories. 


| production. 


Advertising Age, July 30, 1956 


This Week in Washington... 


WasnincTon, July 26—A House 
armed services subcommittee 
which has been investigating the 
production costs and profits of air- 
craft manufacturers came in like a 
lion—-and left like a lamb. 

Back in February, when the 
committee had aircraft executives 
before it, there was many a quot- 
able statement about the excessive 
amount of advertising by the man- 
ufacturers. 

But the committee’s report, out 
this week, steers entirely clear of 
the subject. Apparently the sub- 
|committee discovered—as it could 
‘easily have done before the hear- 
|ings started—that advertising ex- 
penditures by defense plants come 
out of profits, and are not direct 
costs chargeable against the gov- 
ernment. 

Following its tour of the plants 
and its examination of fiscal in- 
formation, the subcommittee con- 
cluded there is no showing that the 
industry makes excessive profits. 
“What we have seen,” the commit- 
tee said, “is a national asset in fa- 
cilities and proven capabilities for 
An examination of 
these plants and the personnel op- 
erating them is a source of confi- 
dence to the members of the sub- 
committee.” 

e + . 

Political Kudos to Ford: Ford 
Motor Co. came in for public praise 
by Sen. Richard Neuberger (D., 
Ore.) for circulating a letter urg- 
ing its employes “to devote a por- 
tion of their time to the political 
party ty Ane choice.” 

The Ford letter, read in the Sen- 
ate, pointed out that both parties 
must raise money to cover the high 
costs of campaigning on radio, 
television and various other forms 
of advertising. The letter urged 
employes “to serve themselves and 
their nation” by contributing mon- 
ey as well as effort. “The actual 
size of your contribution is far less 
important,” it said, “than your 
willingness to make known where 
you stand.” 

. 


e e 
Aid to Movie Theaters: In an 


Copies of the 56-page booklet outburst of sympathy for the strug- 


may be obtained without charge) 
from Ken E. Davis, manager, gen- | 
eral advertising, Appleton Post-| 
Crescent, Appleton, Wis. 


‘Newsweek’ Names Laurie to 
Ad Post; Denson Editor 
Lawrence C. B. Laurie, a mem- 
ber of the sales staff since 1953, 
has been named advertising man- 
ager of Newsweek International, 
New York. Mr. Laurie succeeds 
J. E. Herlihy, who has resigned. ° 
John Denson, editorial director 
of Newsweek, has been named edi- 
tor of the magazine, a new post. 


EDWARD G. DOWLING has been named 
vp in charge of sales of Eversharp 
Inc., New York. Mr. Dowling pre- 
viously was general sales manager 
of the shaving instrument division, 
and at one time was national man- 
ager of Eversharp’s advertising 
: specialty division. 


gle of the motion picture theaters, 
the House during a Saturday ses- 
sion rushed through a bill lifting 
federal excise taxes from admis- 
sions of $1 or less. Two years ago 
Congress made 50¢ admissions tax 
free, but Rep. Thomas A. Jenkins 
(R., O.) said theaters are con- 
tinuing to suffer, largely because 
of the competition of tv. 

Rep. Fred Marshall (D., Minn.) 
regarded the theater tax as a dis- 
crimination against large families 
and low income groups, “who rely 
on the movies as a source of enter- 
tainment and relaxation.” Rep. 
John W. Byrnes (R., Wis.) would 
have liked to amend the bill to re- 
peal the cabaret tax, and Rep. Gor- 
don L. McDonough (R., Cal.) took 
the opportunity to say he thought 
it was time to take taxes off wom- 
en’s purses, cosmetics, transporta- 
tion and telephone calls. 

. 7 a 

Convention Program Ads: 
Knowing full well which side of 
the slice its bread is buttered on, 
the Internal Revenue Service 
rushed out a ruling specifying that 
expenditures for the purchase of 
advertising space in the official 
program of a national political 
convention constitutes an ordinary 
and necessary business expense, 
“provided such expenditures are 
reasonable in amount and bear a 
direct relation to the advertiser’s 
business.” 

The bureau cautioned advertis- 
ers that in buying such space they 
should remember that to the ex- 
tent such advertising is not rea- 
sonable, does not bear a relation 


Probers Drop Aircraft Ad Cost Issue 


to the advertiser’s business, and 
exceeds the advertising value of 
the space acquired, it might be 
classified as a political contribu- 
tion, and not allowed as a deduc- 
tion for federal income taa pur- 
poses. 


* * 

Auto Dealer’s Bill: After some 
additional refining under the skill- 
ful legislative knifé of the House 
judiciary committee, the auto 
dealer’s so-called “day .in court” 
bill was pushed through the House 
and headed for final congressional 
approval. 

There had been opposition to the 
bill from manufacturers and oth- 
ers who feared dealers would sue 
in the event additional franchises 
were issued to new outlets in their 
territories. 

Before reporting the bill, the 
judiciary committee carefully in- 
serted language specifying that 
dealers were not granted any rights 
contrary to the anti-trust laws. 
House sponsors say the amended 
bill limits the right to sue solely 
to instances where manufacturers 
coerce dealers or arbitrarily can- 
cel franchises. 

ao 


7 * 

The Patient Mr. Seaman: When 
the Senate told Sen. Kerr Scott 
(D., N.C.) that subcommittee 
hearings on postal rate legislation 
must not extend beyond 12 o’clock, 
the senator took the instructions 
literally. 

With the minute hand pointing 
to two minutes to noon, Sen. A. S. 
(Mike) Monroney (D., Okla.) in- 
tervened Monday and asked the 
subcommittee to hear Elmer Sea- 
man, vp of Lebhar-Friedman 
Publishing Co. “He’s been sitting 
here for three days,” Sen. Monro- 
ney said, “and he only wants three 
minutes.” 

As Sen. Scott indicated reluc- 
tance, Mr. Seaman was on his feet. 
“Two minutes would do,” he said. 
But the senator raised his gavel. 

Sen. Monroney was about to 
make one further appeal, so Sen. 
Scott turned to him, and said, “Do 
you want to preside?” 

Monroney admitted he was not 
a member of the committee and 
couldn’t preside. 

“Well, I won’t after 12 o’clock.” 
With that the gavel fell. Since 
Tuesday’s hearing was cancelled 
unexpectedly, Mr. Seaman _ re- 
mained here 48 hours longer, wait- 
ing to spend three minutes before 
the committee. 


Firestone Advances Two 

Frank C. McWilliams, formerly 
media manager of the advertising 
department of Firestone Tire & 
Rubber Co., Akron, O., has been 
named administrative assistant to 
Charles B. Ryan, general advertis- 
ing and merchandising manager. 
He is succeeded as media manager 
by G. Earl Moore, previously su- 
pervisor of production in the ad 
department. 


Ex-Lax Returns to CBS Radio 

Ex-Lax Inc. returns to CBS Ra- 
dio after an absence of 20 years, 
with the signing of a 52-week, 
$400,000 contract. The company 
will sponsor three seven-and-a- 
half minute daytime units weekly 
on “Helen Trent,” “Road of Life” 
and “This is Nora Drake,” effec- 
tive July 30. Warwick & Legler, 
Los Angeles, is the agency. 


Exquisite Form Boosts Brown 

B. Robert Brown has been 
named vp in charge of marketing 
of Exquisite Form Brassiere Inc., 
New York. Mr. Brown, at one time 
national sales manager of Interna- 
tional Latex Corp., was formerly 
assistant to the president at Ex- 
quisite Form, in charge of sales 
coordination. 
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ADVERTISERS KNOW IT... FIGURES ie IT! 


You'll do the best job 
in Washington, D.C. 


in Ihe Star 


Your own experience will tell you that the newspaper that is best 
by far for Washington department stores, grocery stores and drug 
stores is the newspaper that will do the best job for your product— 
whatever it may be. We’call your attention to these three classifica- 
tions because they are of major significance. The Star is the paper 
that carries the lion’s share of the advertising in The Nation’s 
Capital . . . because leading advertisers know it is a family habit in 
Washington to shop the ads at home in The Washington Evening 
Star. For confirmation of this well established fact, look at the 6 


month Media Records figures below. 


Department ) The Washington Star — 4,719,687 lines or 54.5% 
Store Post-Times Herald — 2,765,958 lines or 32.0% 
FIRST 6 MONTHS f The Daily News. — 1,166,864 lines or 13.5% 
Retail ] The Washington Star — 541,117 lines or 57.2% 
Drugs ( Post-Times Herald — 265,657 lines or 28.1% 
FIRST 6 MONTHS The Daily News — 139,068 lines or 14.7% 
Retail The Washington Star — 1,270,092 lines or 54.1% 
Groceries Post-Times Herald — 958,251 lines or 40.9% 
FIRST 6 MONTHS The Daily News — 117,503 lines or 5.0% 


‘The Washington Star 


EVENING AND SUNDAY WASHINGTON, D.C. 


Represented nationally by: O’Mara and Ormsbee, inc., 342 Madison Avenue, NYC 17; Chicago — Detroit — Los Angeles — San Francisco 
Special Florida representative: The Leonard Co., 311 Lincoln Road, Miami Beach, Florida 
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“Literature is being adversely affected.” 


Bo ee 


Jerome Hardy, New Doubleday VP, 
Handles Biggest Budget in Book Biz 


Directs Promotion for 
19 Book Clubs; Has Spent 
$20,000,000 Since 1950 


By Lawrence Bernard 

New York, July 24—The new 
advertising vp of Doubleday & 
Co. not only supervises the biggest 
ad budget in the book business, but 
also rides herd on the promotional 
activities of 19—count ‘em—19 
‘book clubs. 

The principal duties of Jerome 
S. Hardy are “to supervise ex- 
penditures and create new things 
to sell.” As advertising director, 
Mr. Hardy estimates he has su- 
pervised the expenditure of a 
little more than $20,000,000 in ad 
dollars since he took over in 1950. 
A pretty fair example of what he 
creates is the new Around-the- 
World Program Book Club. 

“One month ago today,” he said 
recently, “the Around-the-World 
program didn’t exist. Today it has 
300,000 members.” 

For activities such as these, Ad 
Director Hardy has just received 
recognition by being appointed 
—at 38—the youngest and newest 
vp of the world’s largest book pub- 
lisher. 


a Just how large “the world’s 
largest book publisher” is, Double- 
day men don’t say. Since Double- 
day is a privately owned company, 
there are no public figures avail- 
able. A good guess is that the com- 
pany does considerably more than 
$35,000,000, the figure quoted for 
the second largest publisher in the 
business. 

In his capacity, Mr. Hardy di- 
vides his time into two main 
categories: (1) Supervising na- 
tional and cooperative advertising 
for new publications, and (2) the 
much greater area of supervising 
advertising for book clubs and 
mail order businesses. 

In his activities, Mr. Hardy in- 
dulges in sort of an adman’s dream 
job because his budgets are quite 
flexible. “It’s my responsibility to 
spend as much money as can be 
profitably spent.” 


8 Doubleday’s new-book expendi- 
tures this year will run around 
$500,000. For its 19 book clubs, a 


little over $2,000,000 will be par-| 


celled out, with the major shares, 
going for the Literary Guild, the 
Dollar Book Club, the Dollar Mys- 


“We know 


tery Guild, Family Reading Club, 
Book League of America, Around- 
the-World program and the Nature 
program. 

How much money goes to each 
book club is a statistic which varies 
from year to year. In 1955, the 
Dollar Book Club invested §$1,- 
200,000 in promotion; the Literary 
Guild $600,000. This year’s budget 
will probably be about 10% higher, 
and the rest of Doubleday’s pro- 
motion, it is estimated, will bring 
the company’s 1956 expenditures 
near the $3,000,000 mark. 


® An ever-increasing share of 
Doubleday advertising money is 
going into direct mail, Mr. Hardy 
points out. “I detect in the mail- 
order business generally a steadily 
increasing sHift from coupon ad- 
vertising to direct mail.” 

Five years ago, he continued, the 
ratio of space to direct mail ad- 
vertising was two-to-one. This 
year, it’s likely that the ratio will 
be slightly more than 50-50 in fav- 
or of direct mail, and this despite 
the increased space and production 
costs for magazine and newspaper 
advertising. 

Nevertheless, space orders are 
going out currently through 
Schwab & Beatty, one of the com- 
pany’s five advertising agencies, 
for 1957 insertions which will total 
between $2,000,000 and $2,500,000. 
To simplify the mechanics, all 
space-buying is handled through 
Schwab & Beatty initially and 


“I think we never had it so good.” 


space then is transferred to the ap- 
propriate agency. 

“One of the most important 
things Doubleday owns in this 
business is its premium positions,” 
Mr. Hardy comments. Among the 
“really important” positions which 
Doubleday uses annually are 13 
back covers in This Week Maga- 
zine, 12 in Parade and nine in The 
American Weekly. 


® Space advertising is all coupon 
advertising and has been so highly 
researched in the past that “we 
know five days after an ad runs 
whether or not it made money and 
can project the coupon results to 
within about 5% of the total pulls.” 
Possibly the two top secrets in the 
book club business are: How much 
does it cost to get a new member 
and what’s he worth after he’s 
joined? Mr. Hardy says the cost 
of a new member can be measured 
from five considerations: 

1. The attractiveness of the 
premium offer. 

2. The type, amount, and cost of 
advertising used. ~ 

3. The time of year the promo- 
tion is run. 

4. General economic conditions. 

5. Luck. (Some Sunday news- 
paper ads run on rainy days will 
pull 30% or more than the same 
ad in the same position on a clear 
day.) 

And how much a customer is 
ultimately worth is determined by: 

1. The terms under which he 
joined a club (how many required 
purchases). 

2. The quality and value of the 
selections distributed. 

3. The efficiency and skill used 
by the club in servicing its mem- 
bership. 


five days after an ad runs whether or not it made 
money.” 


“It’s my responsibility to spend ...money...” 


What this ultimately means to 
Doubleday in dollars and cents is 
a figure Mr. Hardy declines to dis- 
cuss. He does say, however, that 
of 6,000,000 book club members in 
the U.S. today (there were none 
25 years ago) more than 2,500,000 
belong to a Doubleday club. Fur- 
ther, “a book club is very like a 
magazine,” with a turnover rate 
of about 50% annually. 

A trip to South America was 
very much responsible for Jerry 
Hardy getting into the book pub- 
lishing business in the first place. 
Born in Manhattan, Kan., and ed- 
ucated at the University of Mary- 
land, he went into industrial pub- 
lic relations prior to World War 
II, during which he served in the 
Air Force’s office of flying safety. 
After his discharge, he and a friend 
decided they’d like to tour Latin 
America. They figured the cheap- 
est way to do it was to organize 
an industrial pr firm. 


® This they did merely by asking 
for expressions of interest from 
100 top export companies in any 
acceptable stories they might send 
back. 

“We tossed a coin to decide who 
would be the writer and who 
would be the photographer,” he re- 
calls with a grin. Nevertheless, 
they lined up several blue-chip 
companies and were successful in 
financing themselves for seven 
months through 13 countries. 

On his return, Jerry wrote a 
book on his travels and brought it 
to a friend at Doubleday. He was 
told that the effort and work need- 
ed to make it a “good” book, one 
which “might sell 3,500 copies,” 
wasn’t worth the effort. 

“If I haven’t got a book,” thought 
the returned traveler, “I gotta 
have a job.” 


® He went to work for Doubleday 
& Co. as a “flap copywriter,” writ- 
ing jacket copy for new books. In 


his first year he wrote the blurbs 
| for 225 books and also turned out 
| three catalogs. 

| Another venture into publicity 
| and public relations, this time 
| working on Harold Stassen’s book, 
“Where I Stand,” was the method 
by which he broke out of copy- 
writing. In 1948, two years after 
joining Doubleday, he became ad- 
vertising manager of the trade de- 
partment, and two years later was 
named director of all Doubleday 
advertising. 

Mr. Hardy has little sympathy 
with those who bemoan the de- 
clining state of the book publish- 
ing business. His company is a 
good rebuttal. 

“We have just completed the 


biggest and, in terms of profits, 
very close to the best year in our 
history,” he says. 


® He acknowledges that the or- 
iginal hard-cover business is, in- 
tellectually, the most important 
function of a publisher and con- 
cedes that “the weakening of or- 
iginal hard-cover publishing is 
quite serious” and that “literature 
is being adversely affected.” Nev- 
ertheless, Mr. Hardy feels that the 
rise of the reprint and pocket books 
and the increased channels of dis- 
tribution, are sure signs of robust- 
ness in the publishing business. 

Looking at the publishing busi- 
ness only from the viewpoint of 
hard-cover publishing is like look- 
ing at the sad state of buggies and 
then saying, tion has 
gone to hell,” Mr. Hardy feels. 

“I think we never had it so 
good!” he states firmly. 


® When he’s not busy with books, 
Doubleday’s new vp spends his 
time in Norwalk with his wife and 
family. His hobby used to be golf 
—he shoots in the low 80s—but 
four months ago he took up a new 
hobby—children. 

His wife gave birth to twin boys, 
additions to the daughter and son 
the Hardys already have. Current- 
ly, he looks forward to the time 
when he can divide his hobbies 
equally. 


White Stag Aims for One-Third 
Increase in 1956 Sales Volume 


White Stag Mfg. Co., Portland, 
Ore., sportswear and skiwear man- 
ufacturer, has set its sights on a 
one-third increase in volume for 
1956, which will give it a new sales 
high of $20,000,000. Most of this 
gain will come from the men’s 
sportswear division, through the 
recent acquisition of Marcus Brei- 
er Sons (AA, July 16), according 
to Harold Hirsch, president. A new 
line of leather coats also will aug- 
ment the sales volume, plus a nor- 
mal sales expansion of the wo- 
men’s apparel division which, Mr. 
Hirsch said, did approximately 
$8,000,000 last year. Children’s 
wear, which did $3,000,000 in 1955, 
is also growing, he said. 

Capitalizing on the fact that it 
makes garments for men, women, 
boys and girls, the company will 
launch a family sportswear cam- 
paign in spring, 1957, and aim for 
storewide promotions, Mr. Hirsch 
announced. H. Richard Seller Ad- 
vertising, Portland, handles the 
women’s and children’s divisions. 
E. A. Korchnoy Ltd., New York, 
handles the men’s and boys’ wear 


divisions. 
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IN OCTOBER 
(15th, to be exact) 


10,000,000 METHODISTS 
(Methodists are people!) 


WILL HAVE A NEW FAMILY MAGAZINE 


(80 pages —16 in 4 color litho) 


PUBLISHED BY THE METHODIST PUBLISHING HOUSE 
(Abingdon Press... Cokesbury Stores... Est. 1789) 


EDITED TO ENTERTAIN, INFORM AND 
\ 
INSPIRE ALL IN THE FAMILY 


(Methodists have had a preview and like it. Subscriptions are 


pouring in. Circulation goal “first year”: 1,000,000 families) 


TOGETHER WILL CARRY NATIONAL ADVERTISING. 
THERE MAY BE SPACE FOR YOU. 
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MORE PREACHERS BEING TRAINED US 


INSPIRATION 
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STORIES 


FAMILY FUN 
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GENERAL ADVERTISING RATES 


Per Agate Line (414 lines per page, 138 lines per colxmn) ..§ 3.75 


Full Page B/W (7-1/16" x 9-15/16") .............. 
2/3 Page " (4% x9-15/16").............2..-. 98000 
1/2 Page ” = (7-1/16" x 4-15/16") 0.2... a ee eeeeee. 735.00 
1/3 Page” © (2%"x9-15/16"—4%"x4-15/16")..... 490.00 


= 
a 
= 


SE «od | oe SD oT 
Two Color (Black & 1 Color—Spot)............ R.O.P. 
I CON on v-nc0 ne'sp hc tas ees ee.e5 0050 23Qee 


EE agi sie Soins vos ee ene boos sonst os (stn 
SI tha dubhsnddowaets« totes ~<ueess kon tee 
1/3 Page (Minimum) ..................... 640.00 


Inserts—Rates furnished on request. 
Bleeds—extra 10% 


Covers—Four Color Only.” (Plate conversion no problem) 
NE 71 oo Dict 'n ene ceven es donee cilass skeen 


NN don odo cnn ccncdnhbviwis «Wena ee 
Additional 4-Color pages available. 
«Ee Se 


Non-standard units—for space between two (2) 
standard units figure at next smaller standard 
unit rate plus additional lines at agate line rate. 


Standard advertising agency commission allowed. 
Published monthly—First issue October 15, 1956. 
Closing date—6 wecks prior to publication (15th) 


for space reservations. 


5 weeks prior to publication (15th) for copy 
and plates. 


Litho process 


For further information contact your nearest office 


Chicago: 410 N. Michigan Ave.—WH 4-2884 ¢ New York: 41 E. 42nd St.—MU 2-3157 
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“Puttering around on my father’s contracting jobs I 

learned a few things. Then, during the war, I got some 

real experience doing construction work for the Navy at 
Great Lakes.” 


Versatile Adman.. . tack R.Tolzien 


As is the modus operandi of technique to find it. 
artists, Jack R. Tolzien, an art di- | 
rector with Needham, Louis & # As an avocation, architecture 
Brorby, Chicago, often whips up /is a natural for an artist, says Mr. 
ad layouts, broods over them for a | Tolzien. The ad artist, he explains, 
while, then tosses them out in fa-| starts out with a style and then 
vor of better ideas. adds to it the appropriate elements 
Interesting thing about Mr. Tol-| that fill it out—‘just like building 
zien, however, is that lately he’s with blocks.” It’s the same with 
been doing this with houses, too. | designing and building a house, he 
Since 1949 he has designed, built, thinks. “You have the same space, 
lived in and sold three houses. dimensional and proportional fac- 
Now he has just moved into his tors involved. You choose a style 
fourth, also his own design, in sub- for the house; then, observing 
urban Northfield. ‘good taste,” you add appropriate 
It isn’t a nomadic drive or a elements that combine to produce 
hobby with him, Jack Tolzien in-|a good house.” 
sists; he says he and his wife sim-| Backing up all this persuasive 
ply have set ideas about the house | logic, of course, Jack Tolzien has 
they want to live in and they’re|some practical skills and experi- 
willing to use the trial-and-error ence that have helped turn his 


HOUSE THAT JACK BUILT—Jack R. Tolzien, artist with Needham, Louis 
& Brorby, and his “piece de resistance,” a one-story modern home 
in Northfield, Ill. It’s the fourth (and the last, he thinks) he has de- 


signed in a search for the ideal home. 


~ 
“As an avocation, architecture is a natural for an 


artist... you have the same space, dimensional 
and proportional! factors involved.” 


ideas into houses. For one thing, 
his father was a contractor and the 
younger Tolzien used to “putter 
around” on his father’s jobs. This 
knowledge was later bolstered by 
practical experience during World 
War II, when he did construction 
work for the Navy. 


@ There were times, he recalls, 
when prospects for the commercial 
artist didn’t look too good and he 
occasionally thought about home 
designing as a profession. As things 
worked out he has been with ad 
agencies since the war—seven 
years with Leo Burnett Co. and 
the past three with Needham, Louis 
—but his penchant for house de- 
signing never left him and his 
drawing board at home often dou- 
bled as a drafting table. 

House No. 1, in suburban Glen- 
view, was a brick Cape Cod house 
—a good first try, he felt, but not 
quite what he wanted. House No. 
2, also in Glenview, was a one- 
story colonial or “ranch” home— 
but somehow that wasn’t it either. 
For house No. 3, in Highland Park, 
he reverted to the Cape Cod idea 
and came up with a story-and-a- 
half house that was featured in 
Household’s March, 1956 issue. 
Household said: “This is the kind 
of house that causes us to sing 
praises...” but alas, artist Tolzien 
still wasn’t quite satisfied. 


® House No. 4, in Northfield, 
finished just this summer, is a con- 
servatively modern one-story home 
with three bedrooms and a two- 
car garage. “This one is it!” vows 
Jack. It has all the features 
he’s been working for—small cozy 
rooms well suited to the furniture, 
no basement (“just a gathering 
place for junk”), lots of wood 
paneling and plenty of room both 


wae 


house we want to live 


inside and outside for family ex- 
pansion. 

On the financial side of his 
house-building ventures builder 
Tolzien guesses he’s come out about 
even, all things considered. By 
keeping so much of his capital tied 
up in popular-style houses in a 
favorable realty market, he says, 
he has been able to keep just 
slightly ahead of average housing 


“My wife Dorothy and I simply have set ideas about the 


in and we’re willing to use the 


trial-and-error technique to find it.” 


costs. ; 

“A simple way to put it,” he 
points out, “is that we’re better off 
financially now than we would 
have been if we had been living in 
apartments up until the move into 
this last house.” 


# Asked about any more houses, 
Jack Tolzien said he doesn’t think 
he’ll try any more. “This one def- 
initely seems to be The House.” 
Mrs. Tolzien, meanwhile, who 


jean count 12 moves she and her 


husband have made in the 11 years 
they’ve been married, feels the 
same about it—only more so: 
“Another move? No, no, never 
again!!” she says emphatically. 


Lord & Plackard Bows 


Lord & Plackard Advertising has 


been formed in Dallas, with offices 
in the White Rock Professional 
Bldg. The new agency will be 
affiliated with Metro Associates, a 
management corporation, and will 
be headed by Dwight Plackard, 
president. Other officers are Rob- 
ert L. Lord, exec vp, and Patricia 
E. Plackard, secretary-treasurer. 
Both are officers of Metro Associ- 
ates. The company also owns Met- 
ro Industries and several other re- 
lated enterprises. 


Hotel Corp. Appoints Agency 

The Hotel Corp. of America, 
Boston, has appointed Gilbert & 
Tormey, Miami and New York, to 
supervise advertising and sales 
promotion for the individual hotels 
in the group. 


Quirk to ‘Popular 

Raymond Quirk, formerly with 
Conde Nast Publications, has 
joined the advertising sales staff 
of Popular Boating, a Ziff-Davis 
magazine which bows in October. 
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Stores Acted! 


Leading brands were featured 
in hundreds of TRUE-inspired 
windows! 
Leading brands were sold 
through thousands of lines of 
tie-in advertising placed at re- 
tailer’s ow” expense! 
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Circulation! 


December TRUE offers well 
over the 2-million-plus cir- 
culation of TRUE’s current 


Mightiest Promotion 
in ©rRvuE History! 


For Christmas, TRUE uncorks a waMoping men’s 


wear promotion—“The TRUE word on what he 


wants for Christmas”— a promotion based on the 


’ 
“4 


it? Special Full Color 
Men’s Gift Feature! 


Page after page of pictures and de- 
scriptions of men’s apparel and other 
gifts, aimed at TRUE’s 2,479,000 read- 
ers (plus the 1,250,000 women read- 
ers we don’t even charge you for!) 


sell-out excitement of a premium December issue. 


RUE IS DOING BIGGER 
FOR CHRISTMAS! 


Results 
You Can Measure 
in Extra Sales! 


of Tie-In Stores! 


To date, 125 leading men’s wear 
retailers have already signed up 
for TRUE’s Christmas promotion. 
And that’s only the beginning! 


Results that come from the power of TRUE’s all- 
man 2-million-plus circulation! 


Results that come from the influence of TRUE’s 
style ideas on men who do their own buying! 


Results that come from TRUE’s proven ability to 
move men and merchandise! 


For immediate information and space reserva- 
tions, call or write John E. Miller, 67 West 44th 
Street, New York, N. Y. 


WEST-OF- 


ROCKIES 
EDITION 


with March 1957 
issue. Write for 
details. 
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Monteiro Dampier 


FROM MANY LANDS—-Home office and overseas executives of McCann-Erickson Corp. 
(International) got together for this group picture last spring at White Sulphur Springs, 
where they were attending the annual convention of the American Assn. of Advertis- 
ing Agencies. From left to right are: David A. Monteiro, Sao Paulo; J. Lawrence 
Dampier, Montreal; Thomas Aitken Jr., Buenos Aires; William H. Bray, New York; 


McCann In 


Bray Bremser 


ternational: 


24-Agency ‘Network’ 


(Continued from Page 2) 
McCann went overseas for 
Standard Oil Co. of New Jersey in 
1927. Offices of the agency, then 
H. K. McCann Co., were estab- 
lished that year in Paris and Lon- 
don. A third foreign office was 
opened in Frankfurt in 1928. 
Seven years passed~before the 
agency turned to Latin America. 
And then the McCann shingle went 
up in Buenos Aires (1935), Rio de 
Janeiro (1935), Havana (1936), 
Sao Paulo (1937), San Juan (1942) 
and Bogota (1944). 


s After World War II, when many 
American companies began to pay 
major attention to foreign markets, 
McCann moved alertly to open of- 
fices in Caracas (1945), Santiago 
(1945), Lima (1946), Montevideo 
(1946), Mexico City (1947), Co- 
logne (1947), Hamburg (1950), 
Brussels (1950), Monterrey (1951), 
Toronto (1952), Montreal (1954), 
Porto Alegre (1954), Cali (1955), 
Curitiba (1955) and Dusseldorf 
(1956). ’ 

Fifteen of McCann’s 24 foreign 
offices were thus opened in the 
past 10 years, five in the past three. 
The agency’s great growth, do- 
mestically and internationally, has 
come in these postwar years. 

From 1948 to 1955, the agency’s 
total billing tripled, rising from 
$55,000,000 to $166,000,000. During 
these seven years the international 
business increased five-fold, con- 
tributing 25% of the $111,000,000 
in new billing. 


@ International agency manage- 
ment is a tricky affair, traditional- 
ly shrouded in secrecy. In addition 
to the familiar problems of acquir- 
ing clients and servicing them, it 


involves a host of other considera- 
tions not generally associated with 
the operation of an advertising 
agency. Questions such as political 
nationalism, currency exchange 
and adverse trade balances have 
important bearings. 

In discussing the agency’s inter- 
national operations with AA, Mar- 
ion Harper Jr., president of Mc- 
Cann, made four main points: 

1. McCann offices abroad are not 
merely adjuncts of the domestic 
operation. 

2. McCann people abroad are 
good citizens of their countries. 

3. McCann offices everywhere 
adhere to a common set of adver- 
tising standards and practices. 

4. McCann offices have an im- 
portant stake in the great foreign 
policy issues and have played an 
important part in advancing the 
Western cause of freedom. 


@ Mr. Harper rejects as outmoded 
and inaccurate the term, “branch 
office,” as a description of a Mc- 
Cann foreign office. “McCann- 
Erickson of Brazil,” he pointed 
out, “is a Brazilian agency. Mc-+ 
Cann-Erickson in London is 4 
British agency.” 
All of the McCann overseas of; 
fices, he continued, have to make 
their way against competition from 
local agencies. These offices, he 
insisted, are “not branches.” Some 
of the McCann offices, he pointed 
out; have’ branches of their own. 
Dusseldorf is a branch of the 
Frankfurt office, just as Chicago is 
a branch of the New York office. 
The term Mr. Harper prefers to 
describe the international opera- 
tion is “network.” Each link in the 
network is designed to be a full- 
service agency, equipped to handle 


Handled Internationally 


Agfa 

Bristol-Myers 

Celanese 

Colgate-Palmolive 

Cinzano 

Gillette 

Goodyear 

W. R. Grace 

Olin-Mathieson (Olin and 
Squibb) 

Quaker Oats 

RCA Victor 

Revion 

Singer Sewing 

Vick Chemical 

Warner-Hudnut 

Wrigley 


Partial List of McCann's 
Overseas Clients 


Handled Domestically 
and Internationally 


Anderson Clayton 
Bulova 

California Packing 
Chesebrough-Ponds 
Coca-Cola 

Corn Products Refining 
Home Products International 
International Harvester 
Lehn & Fink 

Mennen 

National Biscuit 
National Cash Register 
Nestle 

Perfection Stove 


McDonough Beach McFadden Barrjos van Hoorn White Protzel 


the advertising requirements of 
local manufacturers. Thus, in some 
countries, such as Britain and Ger- 
many, McCann offices have inter- 
national departments of their own, 
just as New York has, to service 
British and German manufacturers 
who are marketing outside their 
countries. 


® Like the o-and-o stations in a 
broadcast network, McCann for- 
eign offices are independent in 
the sense that they compete vigor- 
ously for local business. At the 
same time, they benefit from, con- 
tribute to and have obligations 
toward the network. 

Functioning internationally, the 
network generates business for all 
of the offices. This is seen clearly 
enough in McCann’s own report 
that 60% of its foreign billing 
comes from multi-office accounts, 
that is, clients handled in two or 
more offices. Among the major 
multi-office accounts served by 
McCann today are: Esso, Coca- 
Cola, Colgate-Palmolive, National 
Biscuit, Swift, American Home 
Products (Whitehall Pharmacal), 
Wrigley, Gillette, Anderson Clay- 
ton, International Harvester, Good- 
year and Warner-Lambert. 

Admen unfamiliar with the in- 
ternational end of their business 
may naively assume that once an 
American company appoints an 
agency such as McCann to handle 
advertising outside of the U.S., the 
agency automatically takes over 
the account everywhere in the 
world, or at least in those countries 
where the agency and the client 
both operate. It doesn’t quite work 
that easily. 


® McCann, for example, really has 
only one account which might 
qualify as a “global” one. And that 
is, of course, Esso. The agency has 
a client relationship with Jersey 
Standard wherever both of them 
operate in the same country. 

This is not even true of Coca- 
Cola, although in view of the bot- 
tler’s announced intention to inte- 
grate its advertising, it would not 
be too surprising to see McCann 
eventually handling the account all 
over the world. The complicated 
nature of the international ad busi- 
ness is well illustrated by the 
Coke-McCann relationship. 

Following its appointment in the 
U.S., McCann offices picked up the 
Coke account in Canada, Mexico 


‘and Cuba—three very important 
markets for the bottler. Frank K. 
_ White, board chairman of Mc- 
'Cann-Erickson Corp. (Internation- 
|al), emphasizes, however, that in 
'each case the local McCann office 
|had to make a full-dress presenta- 
|tion for the account. Mr. White 
will not deny that McCann’s do- 
mestic appointments weighed in 
their favor, but he insists that the 
appointments were not automatic 
ones, dictated by New York. 


® In Cuba and Mexico, the Coke 
business was acquired along with 
‘some indigestion. Several years 
|ago McCann joined forces in these 


Sarmento Plummer Grimes Scrivener Farhat 
George Bremser Jr., Bogota; Morgan McDonough, New York; Edward R. Beach, New 
York; Harlan G. McFadden, San Juan; Raul Barrios, Havana; John van Hoorn, Brus- - 
sels; Frank K. White, New york; Roberto Protzel, Lima; Armando M. Sarmento, Rio 
de Janeiro; Wallace Plummer, Montevideo; Arthur Grimes and Elroy Scrivener, New 
York; Emil Farhat, Rio de Janeiro; Evan Hayter, Toronto; Albert Sommer, Caracas. 


two countries with Mariano Guas- 
tella, a leading Cuban agency 
man, Guastella-McCann-Erickson 
ranked as the No. 1 agency in Cuba 
and one of the top five in Mexico. 
One of Guastella’s oldest ac- 
counts is Canada Dry, and Mc- 
Cann’s desire to add the Coke busi- 
ness brought to a head already ex- 
isting differences in outlook. The 
result was that Guastella and Mc- 
Cann broke up, each going its 
separate way, McCann with Coke, 
Guastella with Canada Dry. 


Coca-Cola. However, after the 


i 


Hayter § Sommer 


by local nationals. 

This local know-how, cross-fer- 
tilized with the advanced market- 
ing know-how developed by the 
agency in America, is McCann’s 
formula for success in the interna- 
tional sphere. The agency feels it 
has here an unbeatable combina- 
tion. 

More than that, Mr. Harper, who 
takes an almost missionary attitude 
toward the international aspects of 
the agency, believes the foreign of- 
fices are making important eco- 


In Europe, where Coke has been | nomic and ideological contributions 
making a major marketing effort|to the development of the coun- 
since the end of the war, McCann | tries where they are located. “We 
does not handle the account in any | have joined with nationals of these 
country. At one point, McCann’s countries to form great agencies, 
French office, Sodico, did service | he says. 


Communists and wine growers|s Flexibility is one of the keynotes 
teamed up in a legislative assault | of the McCann international oper- 
that almost succeeded in outlawing ation. American companies mar- 


Frank K. White Edward R. Beach Arthur L. Grimes Vincent Tutching 
TOP ECHELON—These are four of the top officers of McCann-Erickson 
Corp. (International). Mr. White, board chairman, left the presi- 
dent’s post at National Broadcasting Co. and joined the agency in 
late 1953. Mr. Beach was recently moved from the domestic side (he 
was marketing plans board chairman in New York) to the presi- 
dency of the international division. A veteran of 12 years at Benton 
& Bowles, he also was with Procter & Gamble for 11 years, some of 
that time overseas. Mr. Grimes, vp and general manager, came to 
McCann in 1951 after nine years with J. Walter Thompson Co. and 
a similar period with Lord & Thomas, Mr. Tutching, a vp, joined 
McCann last January. He was formerly president of Foote, Cone & 

Belding International. 


Coca-Cola in France, the bottler 
apparently thought it wiser to 
move its account to Havas, a gov- 
ernment-owned agency. 

These political-economic skir- 
mishes are part and parcel of doing 
business in the international 
sphere. McCann has had similar 
problems in other countries—Can- 
ada, for example—but it prefers 
not to make an issue of them, if 
possible. 


® To the anguished cries of “Yan- 
kee imperialism,” Mr. Harper pro- 
|vides a partial answer by citing 
McCann’s policy of relying on local 
| nationals to fill top posts as well as 
the subordinate positions. In this 
respect, he says, McCann has op- 
erated “differently than any other 
American agency that has gone 
overseas.” 

McCann today employs some 1,- 
300 people in its foreign offices, 
almost as many as it employs in 
the U.S. Of this force, only about a 
dozen are Americans. Six of these 
Americans are office managers— 
a situation which McCann looks 
upon with disfavor. It plans even- 
tually to have all offices managed 


keting abroad function in a variety 
of ways. Some control advertising 
in all markets from their U.S. 
headquarters. Others grant local 
distributors and local manufactur- 
ing subsidiaries a considerable 
amount of leeway. Still others com- 
bine elements of both of these pol- 
icies. 

McCann is shrewdly organized to 
meet any of these situations. It can 
slice an account in any way a client 
desires. In New York and Chicago, 
international departments provide 
contacts with parent companies; in 
the field, there are completely- 
staffed agencies to work with local 
ad managers. 

In practice, handling of accounts 
follows these twisting patterns. 
More often than not, local condi- 
tions are the determining factor. 
It is generally accepted that there 
is no conflict involved in servicing 
a company in France and its com- 
petitor in Germany, although in- 
ternational admen are still sensi- 
tive on this score—hence some of 
the secrecy about their operations. 


® McCann, for example, has Col- 
gate business in Mexico and 
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France. But this does not prevent 


‘the agency from handling Gessy 


soaps in Brazil, Henkel soaps in 
Germany and Kolynos in Brazil 
and other South American markets. 

McCann handles Hudnut cos- 
metics in many markets. But last 
year it also acquired some Revlon 
business in several Latin American 
countries. 

Westinghouse Electric Interna- 
tional, headquartered in New York, 
does not use McCann (although 
McCann handles Westinghouse 
consumer advertising in the U.S.), 
but the Westinghouse distributors 
in Puerto Rico and Venezuela do 
use the local McCann offices. 


® McCann’s international business 
has grown in a variety of ways. A 
primary source, of course, has 
been overseas e by do- 
mestic clients. But McCann’s far- 


Brazil and Germany 


There are two pinnacles of 
. power in McCann-Erickson’s 
international operation—Brazil 
and Germany. 

In these two countries, the 
agency employs almost half of 
the total number of employes it 
has abroad. 

The following are snapshot 
views of these two operations: 
GERMANY 

Offices: Frankfurt, Hamburg, 

Cologne and Dusseldorf 

Personnel: Exceeds 300 

Major accounts: 

Reemtsma (cigarets) 

Henkel (soaps) 

Esso (petroleum products) 

Agfa (cameras, film) 

Glucksklee (canned milk) 

International Harvester 
(farm equipment) 

Opel (automobiles) 

Beck (beer) 

Dugena (watches) 

Estimated position in market: 

No. 1 in billing 
29% of total advertising 
through agencies 


BRAZIL 
Offices: Rio de Janeiro, Sao 
Paulo, Porto Alegre and 
Curitiba 
Personnel: Approximately 300 
Major accounts: 
Esso 
Nestle (coffee products) 
Coca-Cola 
O Cruzeiro (leading mag- 
azine) 
Warner Hudnut (cosmetics) 
Brazilian Telephone Co. 
Home Products (Kolynos, 
etc.) 
Goodyear (rubber prod- 
ucts) 
Bom-Bril (S.O.S. scouring 


pads) 

Anderson Clayton (table 
oils, cooking fats) 

Arno (electric motors and 
appliances) 

Quaker Oats 

Gessy (soaps, men’s 


No. 1 in billing 
17% of total billing through 
agencies 


flung network has given the agen- 
cy access to a number of clients 
not on the domestic roster: Good- 
year, Gillette, Olin Mathieson, 
Quaker Oats, RCA Victor, Revlon, 
Singer, Vick Chemical and Wrig- 


Coca-Cola was not the first ex- 
ample of an account serviced 
abroad and then acquired at home. 
Nestle, American Home Products, 
Corn Products Refining and An- 
derson Clayton are other cases 
where this has happened. 

During the seven-year span, 
1948-1955, McCann’s international 
business grew as follows: 18% 
came from new offices opened in 
Canada, Mexico and Belgium; 36% 
came from growth of clients in 
each office; 46% came from the ex- 
pansion of business from one of- 
fice to another among present 


clients as well as from new busi- 
ness. 


= Much has been written about 
McCann’s domestic account acqui- 
sitions in the past two years. Al- 
most nothing has been reported 
about similar acquisitions on the 
international scene. With Amer- 
ican companies becoming more ac- 
tive overseas, McCann has been on 
a fantastic new business kick. 

In 1955, for example, the follow- 
ing companies appointed McCann 
foreign offices to handle new or 
additional products: Bulova, Cin- 
zano, Colgate, Coca-Cola, Gillette, 


Goodyear, Home Products Interna- | 


tional, Mennen, National Biscuit, 
Nestle, Olin Mathieson, Quaker 
Oats, RCA Victor, Swift and West- 
inghouse. In three of these cases 
(Goodyear, Swift and RCA Vic- 
tor), McCann offices succeeded J. 
Walter Thompson Co. offices. 

To Mr. Harper, the future of the 
international agency looks even 
brighter. He foresees (1) increas- 
ing standardization of products in 


| 


Brussels London Paris 


McCann Erickson Corp. (International) 
Headquarters: New York 


Br AZIL GERMANY 
Ri. de Janeiro Frankfurt 
Sa. Paulo Cologne 
Pc: to Alegre Hamburg 
Curitiba Dusseldorf 
COLOMBIA MEXICO CANADA 
Bogota Mexico City Toronto 
Cali Monterrey Montreal 
ARGENTINA CHILE PERU CUBA VENEZUELA 
Buenos Aires Santiago Lima Havana Caracas 


BELGIUM BiiTAIN FRANCE URUGUAY PUERTO RICO 


Montevideo San Juan 


international markets, (2) im- 
proved communications, such as 
worldwide television transmission, 
(3) greater competition among na- 
tions for consumer markets in 
marginal producing countries, (4) 
greater competition within indi- 
vidual countries among manufac- 


turers—particularly between the 
indigenous manufacturer and the 
international marketer and (5) 
heightened competition among in- 
dustries for the rising disposable 
income of consumers in many 
countries. 

Speaking to the International 


Advertising Assn. last year, Mr. 
Harper said: 

“We estimate that there are at 
least a dozen companies that spend 
today well over $3,000,000 in ad- 
vertising in overseas markets. Sev- 
eral spend over $10,000,000 and at 
least one spends over $20,000,000. 
In the future, you may see that 
there will be many more compa- 
nies in the multi-million dollar 
bracket and you may also expect to 
observe a time when the $25,000,- 
000 to $50,000,000 budget will not 
be the exception that it is today.” 


® It is safe to assume that there is 
not a country in the world where 
McCann would not like to open an 
office tomorrow. Political and eco- 
nomic restrictions are the limiting 
factors. 

The agency today has under ac- 
tive consideration offices in the 
Middle East, Africa and Asia. Giv- 
en a period of peace and the 
growth of mass marketing in these 
areas, McCann may be expected to 
open many new offices in the com- 
ing years. 


Heard about the latest 


farm surplus...money! 


For the past two years, farm lobbies 
and politicians have publicized the sad 
plight of the American farmer, who was 
becoming impoverished by falling farm 
prices and rising costs. 

But oddly enough, the US Treasury 
estimate of the farmers’ liquid financial 
assets at the end of 1955 was nineteen 
billion dollars—an all time peak, up 
from $4.1 billion in 1940, in spite of 
a 1,300,000 decline in farm population 
since 1940! 

The assets include $5.4 billion in US 
bonds, $3.8 billion in savings deposits 
(both figures new highs), $7 billion in 
checking accounts, and no less than 
$2.8 billion in currency. 

The fact is that farmers as a whole 
have become richer rather than poorer. 
True, many with too little capital, land, 
machinery, experience, and too little 
production, are not doing well. 

Farming is more competitive today. 
Farms are larger—the average size up 


from 215.3 acres in 1950 to 242.2 acres 
in 1954; and use almost a million more 
tractors than in 1950. Farms earning 
more than $10,000 a year have increased 
by 91,000 in the same period. 

And farm prices rose 9% between 
December 1955 and May of this year. 


Goon farmers are better prospects, 
and a better market, than ever before. 
And easier to sell because you can reach 
the best of them, more effectively, most 
economically, in one farm magazine— 
SuccEessFUL FARMING. 

Three-fourths of SF farm subscribers 
are in the 39% minority which earns 
88% of the total US farm income. 
They have better land, more buildings 


and machinery, better brains; get larger 
yields, higher cash incomes — averaged 
$10,260 from farming in 1955! 

Moreover, the Successrut FarMiInc 
farm family has more spendable money 
than the urban family in the same 
income bracket. And is still spending 
heavily on better living —repairing and 
remodeling homes, adding bathrooms 
and modern kitchens; buying furniture, 
furnishings, domestic appliances, cars; 
on education, recreation, and travel. 

Because Successrut Farminc for 
more than fifty years has been helping 
farmers make more money and live 
better, no other medium can match its 
actual influence and responsiveness with 
the country’s best farm families. 

For more volume and to balance 
advertising schedules in an important 
segment of the national market where 
general media spread thin... you need 
Successrut Farminc. 

Any SF office can give you the facts. 


Merepits Pusiisuinc Company, Des Moines... 
with offices in New York, Chicago, Detroit, Philadelphia, 
Cleveland, Atlanta, San Francisco, and Los Angeles 
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Auto Ad Costs, Sales 
Hit New Highs in ‘55 


(Continued from Page 3) 
practically off the market in 1955, 
with sales of only 959 cars and an 
ad expenditure of $2,790.) 

Chevrolet, close behind Ford, 
spent $19.57 per car in advertising 
cost but sold the most cars of any 
brand on the market—1,640,681, a 
gain of 15.7% over 1954. Chevro- 
let’s ad budget of $32,111,788 in 
1955 was 109% higher than in ’54. 


® In examining the figures devel- 
oped in AA’s study it is important 
to keep the following factors in 
mind: 


® This year, for the first time, ex- 
penditures in outdoor advertising 
are included in the AA tabulation. 
While 1955 was the second year 
thisedium was measured by 
Outdoor Advertising Inc., the out- 
door figures were not used in last 


Outdoor Ad Expenditures 
of Four Auto Makers 
1955 1954 
. $10,228,386 $8,194,901 
6,665,797 6,645,291 
Chrysler ... 1,565,240 2,239,349 
Amer. Mitrs. 578,880 1,022,390 
General Motors ranked in first 
place among all users of outdoor 
advertising for both years. Ford 
held the second spot for both 
years. Chrysler was in ninth place 
in 1954, feil off to 14th place the 
following year. American Motors 
was in 28th position in 1954; it 
dropped to 45th place in 1955. 


GMC 
Ford Motor 


year’s analysis since there was no 
basis for comparison. Consequent- 
ly, the more than $19,000,000 spent 
by auto makers in this medium dis- 
torts comparison of the 1955 total 
with previous years. 


® Network radio advertising fig- 
ures included in the survey are for 
seven months only. Network radio 
has not been measured since July, 
1955, and the absence of a full 
year’s analysis tends to imbalance 
ihe final advertising figures. 


® As is always the case, the other 
adyertising expenditures used are 

factory-placed ads only in na- 
tional magazines, newspapers, Sun- 
day newspaper sections, farm pub- 
lications and network tv, as com- 
piled by Publishers Information| 
Bureau and the Bureau of Adver-| 
tising. They are new car figures 


only and truck advertising is ex-| @ 


cluded. 

This leaves out important adver- | 
tising media such as spot radio and 
tv, as well as cooperative and 
dealer-only advertising, institu- 
tional advertising, cost of radio and 
tv talent, direct mail, dealer helps 
and company published consumer 
magazines. 

These factors probably vary 
among manufacturers. Therefore, 
the figures presented here give 
only a relative idea of the adver- 
tising position of the automobile 
makers. 

Car sales figures are based on 
new car registrations as reported 
in the 1956 Automotive News Al- 
menac. 


= In terms of sales, Buick again 
was in third place. It sold 737,879 
cars, an increase of 43.6% over 
1954. Its ad budget increased 62% 
to $19,728,597, and its ad cost per 
car moved up to $26.74, an in- 
crease of 12.7% from 1954. 


The highest ad cost per car was 
recorded by Continental, the new} 
Ford luxury car. Only 606 cars| 
were sold in its first year on the 


789 units in 1954 to 284,323 last 
year. Advertising expenses went 
up 103% to $13,667,639 and the ad 
cost per car rose 10.6% to $48.07. 


® Taking the industry by compa- 
nies, this is how the data breaks 
down: 

General Motors sold 3,639,120 
cars, or 51.1% of the total market. 
This is a scant .01% gain over 
1954. The company spent $81,598,- 
123 in advertising, or 41.9% of the 
total for the industry. GM’s aver- 
age ad cost per car in 1955 was 
$22.42. 

Ford Motor Co. sold 1,980,736 
cars, or 27.8% of the market, a 
3.2% drop from Ford’s 31% share 
in 1954. Ford spent a total of $48,- 
007,297 in advertising, 24.6% of 
the total. Its average ad cost per 
car was $24.23. 

Chrysler Corp. moved well up 
the ladder and sold 1,206,195 cars, 
for a market share of 16.9%. In 
1954, the company’s share was 
13%. Chrysler spent $47,584,764 in 
advertising, 24.4% of the indus- 
try’s total, at an average cost per 
car of $39.45. 

Studebaker-Packard Corp. sold 
more cars—147,864—in 1955, but its 
share of the market fell from 2.5% 
to 2%. Its advertising cost was 
$9,939,953, or 5.1% of the total. 
Average ad cost per car was 
$67.22. 

American Motors sold 136,753 
cars, or 1.9% of the market. Sales 
were up from 118,553 units in 1954, 
but the company’s market share 
fell from 2.1%. American spent 
$6,890,902, for advertising or 3.5% 
of the total. Its average ad cost per 
car was $50.39. 

Kaiser Motor Corp. was prac- 
tically out of the market. It sold 
7,226 cars, or 0.1% of the market. 
The company spent $519,582 in ad- 
vertising at a cost per car of $71.90 
and its share of ad spending was 
0.002%. 


Grant Names Dey Exec VP; 
Advances Three to VP 

John A. Dey, vp in the Miami 
office of Grant Advertising, has 
been advanced to exec vp. He has 
been with Grant 
since he founded 
the Miami office 
in 1944. 

Three other 
executives in 
Grant’s Miami 
office, which re- 
cently moved to 
its own building, 
have been pro- 
moted to vps. 
They are Palmer 
Tyler, manager of 
the office; William R. Ryder, ac- 
count supervisor, and John W. 
Wood, creative director. 


National Vulcanized Fibre 
Sets First Consumer Drive 

National Vulcanized Fibre Co., 
Wilmington, Del., manufacturer of 
laminated plastics for more than 50 
years, will conduct its first con- 
sumer advertising campaign dur- 
ing the second half of 1956. The 
campaign will promote the com- 
pany’s new Vulcot hampers and 
waste baskets with color ads in 
Bride’s, Good Housekeeping, Liv- 
ing for Young Homemakers and 
McCall’s. 

Business papers and point of sale 
advertising will be used extensive- 
ly to support the consumer maga- 
zine campaign. Alfred Auerbach 
| Associates, New York, is the agen- 
cy. 


John A. Dey 


Sales of leading makes of automobiles related to 
the amount invested for each in magazines, news- 
Sunday sections, network radio 


papers, 


(seven 


months only in ’55), network television, farm mag- 


CHEVROLET (GM) 


1954 


1,417,453 
$15,376,568 
$10.85 


1953 


1,342,480 
$10,661,320 
$7.94 


1952 


852,542 
$5,705,310 
$6.69 
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Per-Car Costs of Automobile Advertising 


1951 


1,067,042 
$5,819,786 


1950 


1,420,399 
$8,693,111 
$6.12 


azines and outdoor (’55 only) during the past seven 
years. Expenditures for dealer co-op ads, spot radio 
and tv, etc., are not included. 


1949 


1,031,466 
$8,040,215 
$7.79 


1,400,440 
$15;281,987 
$10.91 


1,116,267 
$10,319,786 
$9.24 


732,481 
$6,993,760 
$9.55 


1,166,118 
$9,415,551 
$8.07 


806,766 
$7,756,374 
$9.61 


513,497 
$12,179,340 
$23.72 


454,320 
$10,580,921 
$23.29 


310,806 
$7,404,122 
$23.82 


535,807 
$9,887,906 
$18.45 


372,425 
$9,537,791 
$25.60 


381,078 
$5,945,667 
$15.64 


600,447 
$5,089,357 
$8.48 


433,134 
$3,316,481 
$7.66 


547,367 
$4,320,558 
$7.89 


527,915 
$4,325,797 
$8.19 


407,:50 
$7,725,352 
$18.97 


305,593 
$6,217,106 
$20.34 


218,189 
$3,961,264 
$18.16 


372,519 
$4,621,253 
$12.41 


269,351 
$4,019,836 
$14.92 


358,167 
$7,681,443 
$21.45 


385,692 
$5,999,081 
$15.55 


266,351 
$3,161,835 
$11.87 


440,528 
$4,174,114 
$9.48 


321,033 
$3,802,410 
$11.53 


269,926 
$6,656,950 
$24.66 


287,717 
$7,994,715 
$27.79 


185,883 
$5,023,731 
$27.03 


318,217 
$5,605,011 
$17.61 


186,629 
$3,404,747 
$18.24 


154,789 
$6,725,601 
$43.45 


288,812 
$6,230,060 
$21.57 


246,464 
$5,360,043 
$21.75 


300,104 
$4,561,511 
$15.20 


101,741 
$6,471,872 
$63.61 


153,756 
$5,433,074 
$35.34 


113,392 
$3,868,512 
$34.12 


151,300 
$2,816,673 
$18.62 


110,328 
$3,954,514 
$35.84 


$34.69 


87,806 
$3,472,920 
$41.83 


101,825 
$2,868,139 
$28.17 


76,739 
$4,501,419 
$58.66 


122,342 
$4,110,102 
$33.60 


91477 
$3,224,172 
$35.17 


115,023 
$2,459,168 
$21.38 


95,914 
$3,751,632 
$39.11 


161,257 
$3,913,178 
$24.27 


157,902 
$2,660,603 
$16.85 


82,729 
$2,918,611 
$35.28 


137,507 
$4,412,412 
$32.09 


142,520 
$2,904,824 
$20.38 


38,396 
$2,472,156 
$69.59 


71,079 
$4,166,659 
$58.62 


66,346 
$3,617,417 
$54.52 


35,824 
$2,458,167 
$68.62 


66,797 
$3,611,802 
$54.07 


78,509 
$2,713,668 
$34.57 


36,251 
$4,327,863 
$119.39 


39,169 
$4,049,469 
$103.38 


29,110 
$3,147,147 
$108.11 


17,002 
$1,727,633 
$101.61 


42,433 
$3,172,110 
$74.76 


41,016 
$2,635,728 
$64.26 


8,889 
$1,260,029 
$180.03 


22,825 
$1,787,947 
$78.33 


41,022 
$1,819,159 
$44.35 


Figures are based on (1) Automotive News 1956 Almanac car registration statistics, (2) Bureau of Advertising 
vertising expenditures in newspapers and Sunday supplements, (3) Publishers Information Bureau data on ad e: in mag- 
azines, network radio and tv and farm nagualass end U0 Oxtdaat Advestiitig tan. Cynics Ge eibveltiiads % Gatiiier Sande al 


posters. 


ad- 


Petersen Names PR Agency 
Petersen Publishing Co., Los An- 
geles, 


been promoted to manager of pub- 
lic relations for the meat packing 
company. For the past two years, 
Mr. Butz has handled pr duties for 
Wilson; Mr. Young has been in the 


promotion. Don Young also has|pr department a year. 


market, with an ad expenditure of : 
$792,848 and a cost per car of $1,-| ‘Ceramic Bulletin’ Names Rep 
308.33. Ceramic Bulletin, Columbus, O., 

Credit for the greatest sales gain| has appointed James K. Mill- 
went to Dodge. The brand is still house, 5124 W. Irving Park Rd., 
in eighth place, but its sales in-| Chicago, its first Chicago adver- 
creased 83.6%, moving from 154,-/tising representative. 


Wilson Advances Butz 

Wilson & Co., Chicage, has ap- 
pointed James Butz to the new 
post of assistant director of adver- 
tising, public relations and sales 
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BONUS—Ekco Products Co., Chica- 
go, plans a Christmas promotion 
which offers “buy a gift, get a 
gift free.” The campaign kicks off 
in the October Living, winds up 
\ in the Dec. 3 Life. Dancer-Fitz- 
gerald-Sample, Chicago, is 
agency. 


: Ekco Will Offer 
'. $1,000,000 in Premiums 
for Christmas Push 


Li Cuicaco, July 24—In a major 
* giveaway promotion aimed at 
4 Christmas shoppers this fall Ekco 
Products Co., housewares manufac- 
turer, will cffer more than $1,000,- 
| 000 worth of its Flint products as 
premiums with purchases of other 
Ekco products. 

The giveaway will offer a $3.95 
frozen food cutter free with the 
purchase of a $13.95 Flint cutlery 
" set, a $7.95 Flint-Ware mixing 

bowl set free with a $19.95 cooking 

/ utensil set, a $4.95 Flint cutlery set 

F free with a $14.95 kitchen tool set 

9 and a $1.50 spreader spatula free 

with purchase of a $4.95 egg 
beater. 


s Promotion of the giveaway will 
be launched with a page ad in the 
October Living for Young Home- 

\ makers, followed up with page ads 
in American Home, Better Homes 
& Gardens, House Beautiful, Mc- 
Call’s and Woman’s Home Com- 
panion, and winding up with an ad 
in the Dec. 3 Life. Closing date of 
the offer is Dec. 24, 1956. 

To obtain the free merchandise, 
customers will clip out coupons 
contained in all the ads, fill them 

if out and present them to the Ekco 
if dealer at the time of purchase. 

Dancer-Fitzgerald-Sample, Chi- 
cago, is the Ekco agency. 


Harshe-Rotman Names; Adds 3 

Harshe-Rotman, public rela- 
tions company, has appointed Rob- 
ert W. Bergen, formerly manager 
of the Los Angeles Mirror-News, 
manager of its Los Angeles office 
and Daniel H. Baer, who was 
transferred last year from Harshe- 
Rotman’s Chicago office, assistant 
manager in Los Angeles. The com- 
pany also has been named to 
handle pr for three new accounts. 
They are the Academy of Motion 
Picture Arts & Sciences, the Na- 
tional Swimming Pool Institute 
and Waste King Corp., Los Ange- 
les. 


Lind Joins Thomson Agency 
Carl Lind, formerly assistant ad- 
#’ §6vertising manager of Euclid di- 
vision, General Motors Corp., 
Cleveland, has joined Thomson 
Advertising, Peoria, Ill., as an ac- 
count executive. 


|Chalmers Mfg. Co. 
See | cluded in the transaction are Buda 


the | 


“INTER-LOCKED MARKET” FOR 
PLUMBING & HEATING 
AIR CONDITIONING & VENTILATING 
LP-GAS EQUIPMENT + APPLIANCES 
Our 10th Year ¢ NEEDHAM 92, Mass. 


These products v be manufac- 


Merrill, McEnroe Adds One 


Merrill, McEnroe & Associates, tured and sold \ ‘er the WRRS 
- | | Chicago, has been appointed to| trademark. 
|handle advertising for a new di- 
i |vision of Western Railway Sup- | Grunewald, Sta: « Promoted 
=, | ply Co., Chicago. Western recently! Theodore J. Gri ewald, radio-tv 
|bought the railroad supply busi-|director of Hick « Greist, has 
/ ness of the Buda division of Allis-|been appointed vp and Ruth 


itive, has been 
coordinator. Mr. 
at Doyle Dane 
Villiam Esty & 
the agency 


Stack, account ex 
named fashion 

Grunewald work« 
Bernbach Inc. an 
Co. before join: 
three years ago. 


Products in- 


jacks, car and locomotive re- 
|placers, track liners, bumping 
posts, car stops, rail and bonding 
— and universal nozzle testers. 


irs. Stack was|New York office. 


with Biow Co. before joining the 
agency early this year. 


Otto Names Hooper in London 

Alan B. Hooper, formerly with 
the advertising department of 
Thos. Hedley & Co., British subsid- 
iary of Procter & Gamble, has 
joined the London office of Rob- 
ert Otto & Co. The agency also 
has named Mirta Mulhare, former- 
ly with Slenderella International, 
to the Spanish copy staff in its 


319,636 young, 


A big circulation is fine—and the Mirror-News 
has it with an all-time record high of 319,636 
copies daily. But there’s a great added bonus 
this newspaper gives to food advertisers in Los 
Angeles—reaching the young, growing families. 
69% of Mirror-News reading families have chil- 
dren under 17 years of age for a total count of 
436,839 youngsters. This is a 54% larger child- 

group than can be reached through any other 
Los Angeles afternoon newspaper. 


read the Mirror-News every day 


(No wonder retail food advertisers prefer this Los Angeles afternoon newspaper !) 


active families 


Operators of retail food stores in the Los 
Angeles market recognize the power of Mirror- 
News young-in-heart readership. Media Records 
figures for the first six months of 1956 show a 
lead of 184,746 lines of retail food advertising 
over the second afternoon newspaper. If you are 
selling food—or anything else—in America’s 
third largest market, look for newspaper circula- 
tion that is BIG, GOOD and ALIVE. Just look as 
far as the Mirror-News. . 


FOOD ADVERTISERS 

WHO COMPARE USE 

THE MIRROR-NEWS 
IN LOS ANGELES 


; VIRGIL PINKLEY, EDITOR AND PUBLISHER 
REPRESENTED NATIONALLY BY O’MARA & ORMSBEE, INC., NEW YORK, CHICAGO, DETROIT, SAN FRANCISCO 
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“One of the Nation's Important Trading Centers’ 


JAMES R. PRICE, President 
NATIONAL HOMES CORPORATION a 
America’s Largest Manufacturer of Homes E 
“Enterprising and prosperous, Lafayette is one of the nation’s important $1900 RE WARD 
trading centers. There are substantial payrolls from its industries, which : wine oe — mee me 
have a desirable diversity and tremendous growth potential. Add to this ae gem 
the buying power that comes from some of the nation’s richest farm lands. 
The result is the best market any product could have.” 


This important Indiana Market Is Covered Only by the 


WEST LAFAYETTE JOURNAL COURIER © 


INDIANA Member of Federated Publications SECOND THOUGHTS—The $1,000-reward ad shown here was planned 

a ono ‘or a new cam; ‘or Necchi-Elna Sewing Machine Sales 

 tageaniae BER: oy use, Ax Taad, GoudiNer, tas boon revpdé vad n sew eomedioe © 

Balah fed Mee) - ae P being prepared. Here Herbert Strauss, exec vp of Grey Advertising 

Agency, displays the ad during Necchi-Elna’s recent national sales 

convention, held via closed-cir- 
cuit tv. 


Necchi Zig-Zags 
Away from $1,000 
Sewing Challenge 


New York, July 24—Necchi- 
Elna Sewing Machine Sales Corp. 
is scrapping a newspaper cam- 
paign that it told dealers and dis- 
tributors it would run this fall. 

In the accompanying photo, Her- 
bert Strauss, exec vp of Grey Ad- 
vertising Agency, displays the 
proposed ad during Necchi-Elna’s 
recent national sales convention, 
held via closed circuit television 
(AA, July 16). 

At that time, Mr. Strauss in- 
formed viewers that this ad would 
run in major daily newspapers 
throughout the country—with - 
dealer listings. 


® The proposed ad offers a $1,000 
reward to anyone who could re- 
produce on another machine the 
special stitch made by the Necchi 
Supernova and the Elna Super- 
matic. The $1,000 was to be paid in 
cash. 

Since then, AA learned, Necchi- 
Elna has had second thoughts. 

Maybe another machine—rhym- 
eM ringer—can make the 
stitch. 


Maybe the offer will bring more 
grief than sales. 
Whatever the reasons, Necchi- 
a nt at Elna has decided discretion is the 


better part of advertising. The idea 
has been discarded and a new one 


DOLLARS WORTH? =. 


Woman’s Home Companion, 
New York, plans to revive “Shop- 
napeing section, ith toa Seman. 

opp on, e Novem- 
That’s what electronics advertisers get rag ng ay am age ace ae 
April, 1950, was dropped in De- 


Y \ P cember, 1951, because of a 
The price tag is 1.5 cents apiece. shortage. Howard D. vunseast at 


That buys you 40,000 subscribers paying $6 each . . . a total the sales staff is in charge of the 
readership estimated at 86,000. section. Fairfax Inc. has been 
But that’s not all you get from electronics. named ‘to handle ‘sales promotion. 
You reach every man who is important in this field. You reach Form Production Company 
all the working engineers who specify and buy raw materials, Stephen S. Lehner, formerly 


com parts ipment. radio-television director of Roth- 
rere 5 and equi bardt & Haas Advertising, and 
results: ; Lester M. Goldsmith, formerly tel- 
electronics produces more sales measured in actual total evision producer of Jules Power 
dollars. This has been established by manufacturers’ representa- Productions, both Chicago, have 
tives... who do 80% of the business in this industry. Goctiamn, Tails aad Wr predionlts 
In electronics you get a giant dollar’s worth! with offices at 3950 Lake Shore 
Dr., Chicago. 


electronics ee 


promotion of Aldens Inc., has been 
-2-0f course! named a vp of Harry Schneider- 


* 


A McGRAW-HILL PUBLICATION « 330 West 42nd Street + New York 36, N.Y. 
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Hotpoint Ties In 
Dealer, Grocer 
in Freezer Plan 


Cuicaco, July 25—A food freezer 
plan, offering a $100 to $150 food 
allowance with the purchase of a 
freezer, has been inaugurated by 
Hotpoint Co. 

The plan works this way: A 
dealer arranges with a local super- 
market or independent grocer to 
display a Hotpoint food freezer in 
the store. Signs state that pur- 
chase of a Hotpoint freezer en- 
titles the purchaser to $100 to $150 
(according to the size of the freez- 
er) in free food from the store 
where the freezer is displayed. 
Similar information is posted in 
the dealer’s store. 


s “Food checks” are given the 
purchaser in four instalments to 
protect the dealers from individ- 
uals wanting just the food. The 
customer gets her “food check” 
from the dealer weekly or monthly, 
thus giving the dealer a chance to 
sell her other appliances. 

Dealers tying into the promotion 
will be supplied with ad mats, 
posters, banners, handout folders 
and a booklet on how to use all) 
the material. 


® Newspaper advertising is coor- 
dinated on an “early week” basis, | 
with frozen food specials adver-| 
tised for Monday, Tuesday and} 
Wednesday selling and with the! 
appliance dealers running freezer | 
ads in food pages at the same time. | 

Hotpoint is not advertising this 
to the trade at the present time, 
but is making the plan available to 
dealers on a market-by-market 
basis. The cost of the frozen food 
is borne at full retail price by the 
Hotpoint dealer. 


ALAN COCEFIELD 

MONTREAL, Que., July 24—Alan 
Stuart Cockfield, 36, son of the 
co-founder of Cockfield, Brown 
& Co. Ltd., died Friday in the hos- 
pital after a short illness. 

Son of the late H. R. Cockfield, 
he joined Cockfield, Brown in 
1951 after a period with Conant 
Paint Co. 


HENRY T. ROCKWELL 

Towanpa, Pa., July 26—Henry 
T. Rockwell, 55, advertising man- 
ager of the Towanda Review for 
the past 20 years, died yesterday 
of leukemia at his home in near- 
by Monroeton. After graduating 
from Bucknell University, Mr. 
Rockwell worked for the Harris- 
burg Patriot; the Advertiser, El- 
mira, N. Y., and the Times, Sayre, 
Pa., before joining the Review 
here. 


THOMAS F. MCGRATH 
Cuicaco, July 24—Thomas F. 
McGrath, 65, founder of T. F. Mc- 
Grath & Associates, photoengraving 
company, died yesterday. He was 
a former member of the executive 
committee of the American Photo 
Engravers Assn. and a director of 
the Chicago Photo Engravers Assn. 


Two Join Lennen & Newell 

John J. Schneider and William 
Mahu have joined Lennen & 
Newell, New York, as vps and ac- 
count supervisors on the Arm- 
strong Rubber Co. account. Both 
were previously with Biow Co., 
where they performed the same} 
functions for Armstrong. 


Mail Ad Assn. Elects 

Joyce Vander Pyl, corporate | 
secretary of Advertising Letter) 
Service, has been elected presi-| 
dent of the Mail Advertising Serv-| 
ice Assn. of Detroit. She is the} 
first woman to be chosen president 
in the 25-yéar history of the or- | 
ganization, 


} 


Crabtree to Sheattfer Lid. 

Norman V. Crabtree, manager of 
the coated abrasives division in 
England of Carborundum Co., has 
been named chief executive officer 
of W. A. Sheaffer Pen Co. of Eng- 
land Ltd. Mr. Crabtree, who will 
headquarter in London, will be re- 
sponsible for all company activity 
in the United Kingdom. Don S. 
Wylie will continue as managing 
director, devoting his time to the 
sales field. 


Ed Dooley Join: Max Rogel 


Edwin B. Dook has joined Max 
Rogel Inc., New rk, public rela- 
tions company, - vp. Mayor of 


Mamaroneck, N. _., for the past 
six years, Mr. D cy has had his 
own public relati .s company and 
was formerly d «ctor of public 
relations and ac ‘tising for the 
Health Insurance an of Greater 
New York. He i he Republican 
nominee for the use of Repre- 


sentatives from home district. 
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BEST DRAMATIC SERIES IN SYNDICATION" 


with Dick Powell, Charles Boyer, David Niven, Ida Lupino 


and 30 other top stars. 


*Billboard’s Fourth Annual TV Program and Talent Awards. 


BEST... THE ONE WORD HISTORY OF “STAR PERFORMANCE” 


Through the years on Network, “Star Performance” as “Four Star Playhouse” has won award after award ... Best 
Dramatic Series... Dick Powell, Best Dramatic Actor (and he did it again in Syndication) plus other winners in the 
Screen Director’s Guild and Screen Writers Guild competitions. 


Now is the time to put this solid award winning combination to work for you 
in your own area. Contact us today! 


a 


New York * Chicago + Los Angeles + San 
Francisco + Philadelphia + Memphis + Denver 


To 


Detroit + Atlanta + Dallas-Ft. 


Portland (Ore.) + Indianapolis + Minneapolis 


Milwaukee 


Worth « Houston 


¢ San Diego, Cal. 


- 


SOLD To Top Stations in Other Cities, Large and Small, including: 


Phoenix, Ariz. 
Fresno, Cal. » Salt Lake City, Utah + Stockton, Cal. + nochester, N.Y. » Little Rock, 
Ark. « El Paso, Tex. * Columbus, Ga. +» Redding, Cal. + Bellingham, Wash. 
Salinas, Cal. « Meridian, Miss. « Harrisburg, Pa. + Carlsbad, N. M. * Spokane, Wash. 


Albuq.>rque,N.M. + Las Vegas, Nev. 


and London, England + Sydney and Melbourne, Australia + Dominion of Canada 
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REVIEW 
OF THE WEEK 


TRAVELER—While in Finland this summer, Neil H. Borden, professor of 
advertising, Graduate School of Business Administration, Harvard 
University, visited Oy Mainos Taucher Reklam Ab., Helsinki agen- 
cy. He is pictured here with P. H. Taucher, president of the Finnish 
agency, and Mr. Raula, M. A., who guided Mr. Borden during his 


CHEF—Mickey Mantle bats out his first pancakes as 
special sales promotion and merchandising repre- 
sentative of C & C Super Corp.’s new product, Bat- 
ter-Up. Walter S. Mack, president; I. R. Rill, vp, 
and William Vinicombe, ad manager, oversee the 


Vinicombe 
Frank Scott, and Jules Alberti, president of Endorse- 
ments Inc., which arranged the tie-in. Batter-Up is 
now distributed in the Philadelphia, Baltimore and 
New York areas. Spot radio and tv plus newspaper 
ads are promoting the product on a market-by- 


PRINCE GARDNER « 


PREVIEW—Prince Gardner Co. and Grey Advertising 
Agency executives check over a blow-up of a Christ- 
mas ad. They are Hall W. Whiteaker, president; 
Mrs. Leah L. Gardner, executive chairman, and Ang 
Eline Gribler, advertising director, Prince Gardner, 


HOUSE WARMING—A three-day party celebrated the 
opening of new KENS and KENS-TV studios in San 
Antonio. Checking over the equipment are Frank G. 
Huntress, president of the Express Publishing Co., 


pancake-baking along with Mickey’s 


: ‘ 5 — 
a) Ram a 47s 


“hrvstuee Treasures 


Gribler _— Richer 


and Mrs. Florence Goldin, vp, and E. R. Richer, 
exec vp, Grey. Prince Gardner’s fall advertising 
program will include full-color pages in Esquire, 
Ladies’ Home Journal, Life, The New York Times 
Magazine, Saturday Evening Post and Seventeen. 


owner of the station; Albert D. Johnson, KENS and 
KENS-TV; Wayne Kearl, KENS-TV; Hal Thomp- 
son, Peters-Griffin- Woodward, radio-tv represent- 
ative, and Jesse Kellam, KTBC, Austin. 


manager, market basis. Hilton & Riggio is the agency. 


HEFTY HEREFORD—“Champ,” $60,000 Ralston-Purina Co. steer who will 
soon be making an educational tour of the U.S., is something new 
in display models, says Ed Sutorius, vp of Gardner Displays Co., 
Chicago. He’s made of Fiberglas, cast from a full-size clay molding, 
and cost Gardner 210 days of labor. As it turns out, Champ is 25 
times the size of a live steer, weighs four times as much. 


Fen ee 
Drummond 


HONORED—Bennie Joan Pritchard, Union Electric Co., recently chosen 
Miss St. Louis Advertising, poses with Jerry Smith, Winius-Bran- 
don Co., new president of the Junior Advertising Club of St. Louis, 
and outgoing president Bob Drummond, Reprotype. Other new of- 
ficers are Glenn Medlin, Gereke-Allen Carton Co., program vp; 
Norm Steward, Reprotype, social vp; Ralph Zipfel, Pet Milk Co., 
publicity vp; Rich Desselman and Dick Mallen, Warwick Typogra- 
phers, membership vp and secretary, respectively, and Paul Biester- 
feldt, Ad Service Engraving Co., treasurer. 
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month after month... 


1512 million’ men and women“live by the book” 


os and the book is Better Homes and Gardens! 


250,000 DELIVERED COPIES EACH MONTH 


G) t+) “a 4 
@) ©) —. 4) 


After reading an average issue of BH&G, 6,950,000 readers reported taking over 27 million actions—clipping, buying, doing! 


*15,500,000 men and women read an average 
issue of BH&G. One-third of the 123,800,000 
people 10 years of age and older in the U.S. read 
one or more of every 12 issues. That’s 44,150,000 
people who read Better Homes & Gardens—and 


over 40% of them are men! 


during the year... 
3 of America reads 


Better Homes and Gardens ! 


Meredith Publishing Company, Des Moines 3, lowa 
*A 12 Months’ Study of BH&G Readers, Alfred Politz Research, Inc., 1956 — 
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Appliance Business (and Oldsmobile) 
Gets Set for Political ‘Sellathon’ 


(Continued from Page 1) 
their affiliates will deliver 500,000 
tune-in reminders. 

But on the strictly commercial 
side, here is what AA found the 
five sponsors will be doing with 
their precicus commercial minutes 
during the conventions, the elec- 
tion night news stint and the inter- 
_ vening campaign weeks: 


Oldsmobile 


Commercials by Oldsmobile di- 
vision of General Motors during 
the Republican and Democratic 
conventions will shy away from 
politics. 

“We feel the viewing public 
will get plenty of political atmos- 
phere during the convention,” said 
Kenneth G. Manuel, radio-tv chief 
of D. P. Brother & Co., Oldsmobile 
agency. 

“Therefore, we will dispense as 
much as possible with talk in our 
commercials; we hope to make 


Sunbeam plans both live and film 
tv commercials, but “as many live 
commercials as we can deliver.” 

The problem, of course, is deliv- 
ery: Except at the opening and 
conclusion of sessions, there’ll be 
no set delivery times, and “you 
can’t just get food steaming and 
ready on 30 seconds’ notice.” 
Therefore, the appliance company 
will have plenty of film spots on a 
stand-by basis. 


® All products will be promoted, 
including the now-classic Frypan. 
But Sunbeam’s new Golden Glide 
shaver—a gold-headed, redesigned 
version of the Shavemaster—will 
be the “hot” item and will get the 
emphasis. 

The Sunbeam sales staff is busy 
right now getting it in distribution, 
and so far there’s been no adver- 
tising except some direct mail. It 
is expected that by mid-August 
distribution will be well enough set 


so that the conventions can serve 


ANIMATIONS TOO—New Johnny & Lucille team, shown here in a 
dance number called “Leit’s Take a Trip,” will be cavorting on film 
for Oldsmobile at the political conventions. In real life they are Bill 


Hayes and Greta Gray. D. P. Brother & Co., Olds’ 


offer the viewers 


them somewhat of a welcome 
change for the audience,” he said. 


@ Olds commercials will be of 
two types—musicals featuring 
Oldsmobile’s new Johnny & Lucille 
team, and animations. 4 

The new Johnny & Lucille team 
consists of Bill Hayes, tv, stage 
and recording star, and Greta 
Gray, a relative newcomer to na- 
tional television who had a part 
in “Plain and Fancy.” 

All tv commercials will be on 
film and all radio commercials 
will be recorded. 

The animations based on amus- 
ing sales concepts will be produced 
by Uni Productions of America, 
while th 
be produted and filmed by Video 
Pictures. 


= Infrequently during the conven- 
tion the product name will be 
super-imposed on the tv screen. 
But for the most part the commer- 
cials will be strong action with an 
element of entertainment. 

“We will have no straight sales 
pitch announcer,” said Mr. Man- 
uel. “Rather we will feature music 
and dialog.” 

The commercials will be careful 
to avoid any comment on the con- 
ventions or politics in any form. 
“We'll not be controversial, you 
may be sure,” Mr. Manuel added. 


# Oldsmobile has been guaran- 
teed 60 hours television and 20 
hours radio coverage by each con- 
vention. The agency is expecting 
the Republican convention to last 
four days and the Democratic 
pow-wow five days. 


Sunbeam Corp. 
According to W. B. Courtney, 


musical team spots will | 


assistant advertising manager, 
# 


agency, will also 
some an . 


the big kick-off for the shaver. 
Key figure in the tv pitches will 
be Peg Murdock, who has been de- 
livering commercials for Sunbeam 
for three years and gained fame 
during the Frypan series. Mr. 
Courtney is undecided about any 
special offers, though “there’s still 
time.” 


® Radio commercials will not be 
simulcast, will be tailored to radio. 
There again, some will be live, 
though most will be recorded. All 
commercials are being handled by 
Perrin-Paus Co., Sunbeam’s agen- 
cy. The tv filming was done by 
Dallas Jones Studio, Chicago. 

In general, though there’ll be a 
mixture of entertainment and sell- 
ing in the commercials, the em- 
phasis will be on sell, as in the 


COOL COOKING—That’s the theme 
of this summer scene promoting 
Sunbeam’s Frypan and its combi- 
nation cooker and deep-fryer. The 
same type of scenario will be used 
in tv films run during the political 
conventions. 


past. Sunbeam will merchandise 
convention and election night cov- 
erage heavily, though not as some- 
thing special and apart. Instead, it 
will all be part of an over-all Sun- 
beam 1956 sales drive, under the 
politically-oriented slogan, “Go 
with the Big Swing to Sunbeam.” 

This is already under way in ad- 
vertising, via summer tv shows 
(Julius LaRosa and Tony Bennett). 
In the fall, it will include, besides 
the election coverage, football 
—r and the Perry Como 

ow. 

Sunbeam is making no count of 
the commercials it hopes to deliver, 
but it appears to think generally 
in terms of five days of Democrat- 
ic convention and four of GOP 
coverage. 


Philco Corp. : 

Philco, which paid $4,000,000 
for radio and tv rights to the con- 
vention on ABC, is hedging its bet 
on commercials. On radio it plans 
to use the satiric comedy of Bob & 
Ray to spark the sell, plus the 
straight selling of Don Dowd, an 
ABC staff announcer. 

Bob & Ray (whose voices are 
those of the Piel Bros. in Madison 
Ave.’s favorite tv commercial) 
will work largely on tape, and 
will present two characters—the 
Friendly Philco Lady on household 
appliance products, and Edwin S. 
Treadwell on radio-tv-electronic 
products. 


# On television, Philco plans to 
use live commercials, built around 
a “typical American family”—in 
this case, the family Albertson. 
Frank and Grace Albertson, who 
have handled commercial chores in 
the past, will do the job, with a 
couple of juvenile thespians help- 
ing out. The Albertson Family will 
demonstrate the whole line of 
Philco appliances. 

To spell the Albertsons on the 
commercials, Philco will use an- 
nouncer Carl King, utilizing 
straight and direct sell. The Al- 
bertson family is deliberately 
pitched to low pressure selling, and 
the two principals—Frank and 
Grace—recently spent a week in 
Philadelphia being checked out on 
appliances with engineers and 
home economists. 

As these commercials tee off 
from Chicago, Philco will put into 
operation its “Convention Spe- 
cials” program, which goes about 
like this: 

1. The convention specials on ra- 
dio and television sets mean a 
higher trade-in allowance (up to 
$100), a premium offer (eight- 
piece highball glass set, with the| 


glasses festooned with the faces of | § 


Presidents), a cooperative adver-| 
tising drive, and a window display | 
contest. f 

2. A Back-to-School special, in | 
which the appliances carry pre-| 
miums of Hammond globes and | 
atlases, with the premiums going} 
for $5 to free, depending on the} 
price of the appliance. 

8. An appliance special in white 
goods, featuring special prices for 
items in the line, and particular 
attention for a Philco automatic | 
washer “with ballpoint pen ac- | 
tion.” Philco’s entire 1957 line will 
be unveiled in the convention com- 
mercials; Philco distributors saw it 
late last month. 

Philco is prepared to take over 
the commercial role starting about 
12 o'clock, CDT, on Aug. 13, for 
the hour before the convention ac- 
tually gets going. As a matter of 
fact, Philco gets in on a buildup 
preconvention show to be aired on 
ABC Saturday Aug. 11 from 8 to 
8:30 and on Aug. 12 from 7:30 to 
8 p.m. A similar deal will precede 
the San Francisco GOP convention, 
but the preconvention show times 
will be 10-10:30 PDT on Saturday 
and 7:30-8 p.m. on Sunday. 


® Philco also will engage in an 
ambitious warm-up before the con- 
ventions, including small-space 
tune-in ads in newspapers in every 


| that will back up the political pro- 


SOMETHING LIKE 
THIS—Philco will 
use the Albertson 
family to sell its 
line of appliances 
on tv during the 
conventions. In 
preparation for 
the commercial 
sessions to come, 
Philco brought 
Frank and Grace 
Albertson to 
Philadelphia, An 
engineer explains 
the intricacies of 
the automatic 
washer’s “ball- 
point action.” 


market where there is a Philco 
distributor or dealer. The “Con- 
vention Specials” merchandising 
package is being announced in Life 
(July 23) and Collier’s (Aug. 3). 

Immediately before the conven- 
tions the same magazines will 
carry b&w pages for Philco’s porta- 
ble Seventeener tv models. 


Westinghouse 

Betty Furness has a wardrobe 
full of new clothes and is standing 
by. Her understudy, June Graham, 
also is ready. A new male voice, 
that of actor Walter Brooke, has 
joined the Westinghouse tv team. 
Announcers Olin Tice and Stuart 
Metz are warmed up for the radio 
commercials. 

These will be the key members 
of the Westinghouse cast when the 
curtain goes up on the biggest pol- 
itical show on earth next month. 

Westinghouse Electric Corp., a 
second termer at convention and 
election sponsorship, expects to 
have time for approximately 154 
commercials on radio and televi- 
sion. The commercials, like CBS’ 
coverage, will be produced sepa- 
rately for each medium. 


® This political package, which 
will be aired on 175 tv and 206 ra- 
dio stations, will cost $5,000,000. 
The shows will spark the manu- 
facturer’s consumer products sum- 
mer-fall selling campaign, which is 
costing another $5,000,000. This 
latter figure includes the mer- 
chandising and promotion support 


grams. 
Westinghouse’s political series 


duce the head of Edison Electric 
Institute; on Aug. 19 Mark Cresap, 
exec vp of Westinghouse, will in- 
troduce a utility executive. On 
each of these telecasts utility of- 
ficials in 175 cities will be cut in 
locally to talk to people in their 
territory during the commercial 
breaks. 


® In between the conventions and 
the election night coverage CBS 


will schedule a series of nine de-. 


bates featuring leading figures 


CHANGE OF PACE—This is Walter 
Brooke, Broadway actor who will 
spell Betty Furness for Westing- 
house during this year’s political 
coverage. He will handle the indus- 
trial and institutional sides of the 
company’s convention pitching. 


from both parties. These weekly 
simulcasts will get under way Sept. 
13. 

Though work on the commercials 
for these special events started 
some time ago, there may be some 
revisions on minor points between 
now and curtain time. Sixty-five 
per cent of the time will be de- 
voted to consumer products of the 
company’s five divisions, with Mc- 
Cann-Erickson as the agency. 

The rest of the time will be de- 
voted to industrial products and 


ve | institutional ads about atomic sub- 


REMEMBER HER?—The refrigerator’s 
a little different but the gal’s the 
same. She’s Betty Furness, queen 
of political convention commercial 
deliverers, who'll be doing her stuff 
again this year for Westinghouse. 


starts Aug. 12 with a convention 
eve telecast at Chicago. This 30- 
minute roundup will preview the 
Democratic convention. Commer- 
cial time on this and a preview of 
the Republican confab on Aug. 19 
will be turned over to the utilities 
of the US. to promote their 
“housepower” campaign. 

On Aug. 12 Gwilym Price, presi- 


dent of the corporation, will intro- 


marine reactors, other research 
developments—with Ketchum, 
MacLeod & Grove preparing the 
commercials. Most of the consumer 
product sell on tv will be live, 
while the institutional and indus- 
trial advertising will be film. The 
latter agency sold the package to 
the sponsor and placed the business 
on CBS. 

The business of the convention 
will not be interrupted for sales 
talks. The tentative schedule calls 
for i120 commercials during the 
convention, 18 during the debates 
and 16 on election night. 


= Betty Furness and Walter 
Brooke will be on duty in a special 
studio first in Chicago and then in 
San Francisco. The company hired 
Mr. Brooke because it felt a man 
could do a more convincing job of 
talking about Westinghouse’s in- 
dustrial products and the compa- 
ny’s role in industry. However, he 
also will handle some of the mes- 
sages for consumer products. 
McCann-Erickson hadn’t decided 
who would record the consumer 
product pitches for radio when this 
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story was written. Olin Tice and 
Stuart Metz, who worked for West- 
inghouse in 1952, will handle “live” 
radio commercials devoted to in- 
stitutional advertising. 


® Officials of the company will 
take to the road in late July to be- 
gin whipping up dealer enthusiasm 
for the year-end sales push. A 
closed circuit telecast beamed to 
52 cities will get the distributors 
and salesmen going too. 

Dealers will be asked to support 
the national campaign with adver- 
tising of their own and to put up 
enough display material to make 
their stores look like campaign 
headquarters. To boost in-store 
traffic, retailers will feature a spe- 
cial offer of a $3.50 ice tray at 
$1.18. They believe most dealers 
will buy adjacencies on radio and 
tv if they can get good ones. 

The sponsor will support the 
political package with co-op ads in 
newspapers in major markets and 
with radio and tv spots. There also 
will be tie-ins in the company’s 
national magazine schedule and on 
its regular telecast, “Studio One.” 


Radio Corp. of America 

Three agencies are preparing the 
RCA commercials, which are ex- 
pected to be primarily on film for 
television and recorded for radio. 
Kenyon & Eckhardt will produce 
the sales messages for major ap- 
pliances and institutional adver- 
tising. 

For tv, ten-second lead-ins and 
20-second lead-outs have been 
filmed with Vaughn Monroe and 
Janet Blair handling the commen- 
tary. These will be combined with 
existing 60-second spots to make 
90-second commercials for the 
conventions. 


® Most major products will get 
some play during the series of 
telecasts. Separate commercials are 
being transcribed for radio. It is 
not definite just how much “live” 
salesmanship will be included. 

Grey Advertising is producing 
commercials for records and Al 
Paul Lefton Co. will handle the ra- 
dio and tv sell for RCA tubes and 
service. 


Texas NIAA Chapter Elects 
Clark Fishel, advertising and 
public relations manager of Texas 
Instruments, Dallas, has been 
elected president of the North 
Texas chapter of the National In- 
dustrial Advertisers Assn. Other 
new officers include Ken McCain, 
Briggs-Weaver Machinery, vp 
from Dallas; Earl Collings, Evans 
& Associates, vp from Fort Worth; 
Gordon Teague, Magnussen & 
Teague, vp for other north Texas 
cities; John Johnson, Chance 
Vought Aircraft, vp in charge of 
programs; Dan Goodrich, Dan 
Goodrich Advertising, secretary, 
and Don Brown, Southwestern Ad- 
vertising & Marketing, treasurer. 


SR&DS Changes Religious 
Weeklies Listings 

Standard Rate & Data Service 
will add a new section for the free 
listing of ABC weekly religious 
newspapers to the ABC weekly 
newspaper book, effective with 
the September issue. Religious 
weeklies other than those which 
are members of the Audit Bureau 
of Circulations may obtain listings 
in the Daily Newspaper Rates & 
Data nate Aig a nominal charge. 

Religio' weekly newspapers 
will no longer be listed in the Con- 
sumer Magazine Rates & Data 
Book. 


Two Name Ehrlich, Neuwirth 
House of Westmore Inc., cos- 
metics manufafturer, and the Wav- 
erly fabrics division of F. Schu- 
macher & Co. have appointed Ehr- 
lich, Neuwirth & Sobo, New York, 
to handle their advertising. E. T. 
Howard Co. formerly handled 
Westmore, and Lawrence Kane 


Inc. is the agency of record for) 


Schumacher. 


Newspaper Linage Is 
Up for First Half of 
‘56, but Down in June 


New York, July 26—June linage 
in newspapers was down slightly, 
following in the wake of a 20.8% 
drop in automotive, but national 
linage for the first six months of 
‘56 was at an alltime peak. 

Media Records and the Bureau of 
Advertising, ANPA, report nation- 
al linage for the first half 7.4% 
better than the same period in 
1955. National linage for June was 
down 6.7% from the June, 1955, 
record figure. 


s Automotive’s slump last month 
of something over 4,000,000 lines 
resulted in narrowing the margin 
in this category for the first half 
of the year to 873,994 lines over 
last year’s first half, a mere 1% 
better. However, the 92,303,876 
lines of space bought by Detroit is 
“a greater linage figure than in 
any comparable period.” 


Total advertisi:.¢ in newspapers 
came to 1,450,5.:4,622 lines for 
the January-thro.:gh-June period. 
This was 5% ahead of last year’s 
1,381,080,367 lines 


Dan Lawrence Co. Adds One 

Mexican Villa:e Foods, San 
Diego, processor «‘ a line of “au- 
thentic” Mexican Foods, has ap- 
pointed Dan La’ rence Co., San 
Diego, to handle .dvertising and 
public relations, \ ‘th an approxi- 
mate budget of $ |0,000. A 60-day 
promotional pro;:1m just com- 
pleted in San Die. has increased 
sales in the area »y 40%, Norris 
Cochran, Mexicar \illage vp, re- 
ports. The progr:m incorporated 
individual store promotion, special 
displays and participations on the 
radio program, “fo Market! To 
Market!” A simila: program will 
be launched short!y in Los Angeles 
with other West Coast markets to 
follow shortly. 


Brady Co. Adds Two Accounts 
Brady Co., Appleton, Wis., has 
been appointed to handle advertis- 


ing for Gehl Bros. Mfg. Co., West 
Bend, manufacturer of farm equip- 
ment. Cramer-Krasselt Co., Mil- 
waukee, formerly handled the ac- 
count. Brady also has been named 
to handle advertising for Morgan 
Co., Oshkosh, maker of sash, 
doors, cabinets, stairwork and oth- 
er millwork. 


61 


You can call on 
30,000 tonnage buyers 
of metals 5 times each 
week by advertising in 


Key purchasing engineers for our fastest-growing 
industry, AIR CONDITIONING-REFRIGERA- 
TION, own and publish this magazine. Ergo: they 
don’t miss a word. PITCH "EM SOME ABOUT 
YOUR PRODUCT in Refrigerating Engineering 


including Air Conditioning. 
Published by Members of The American 
Refrigera 


of 


rs, 234 Fifth Avenue, 
ew York 1, N. Y. 


A wine grower must often wait many, many years for his rare vintages to mature 
and his investment to be returned in the markei place. 


In Spot Television, the value of good time periods grows much faster. The pro- 
gram (or commercial) making its debut to thousands today will be viewed by many 
more thousands tomorrow. This is because thousands of new TV sets are bought 
daily and viewing time per home keeps increasing. 

It pays to make Spot Television your basic advertising medium. And, as your 
Petry account executive will show you, our large fund of research and descriptive 
data can be of much help in your Spot TV planning. 
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THE ORIGINAL STATION REPRESENTATIVE 


» New York + Chicago - Atlanta - Detroit - Los Angeles « San Francisco - St. Lovis 
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Americans Spent 
$1.6 Billion Abroad | 
in ‘55, U.S. Reports 


WasnHincton, July 24—-Who! 
travels abroad, why they go, where 
they go, what they spend and 
where they spend it are all re- 
vealed in a new survey of inter- | 
national travel issued by the bu-| 
reau of foreign commerce, U:S.| 
Department of Commerce. 

“Survey of International Travel,” 
available from the Commerce De- 


partment field offices at 35¢ a copy, | @ 


is the first comprehensive study of 
this subject to be released by the 
U.S. government since 1939. It 
brings together a multitude of 
facts and figures on the interna- 
tional travel business. 


® The survey shows that between 
1948 and 1955 American residents 
spent more than $9 billion on for- 
eign travel. Of this total, U.S. flag 
carriers got $1.2 billion; a simiiar 
amount went to foreign flag car- 
riers. The remaining $6.6 billion 
were spent in foreign countries. 

US. residents traveling abroad 
spent $791,000,000 in 1948. In that 
year, 495,000 Americans traveled 
abroad. Last year, the number of 
Americans traveling abroad topped 
the 1,000,000 mark for the first 
time and their expenditures 
reached a new high of $1.6 billion. 
(These figures exclude travel to 
Canada and Mexico.) 

According to the study, more 
than 80% of U.S. travelers go 
abroad for pleasure and family 
visits. 

In 1955, 522,000 Americans trav- 
eled to Bermuda, the West Indies 
and Central America. Europe and 
the Mediterranean areas attracted 
482,000. 


® The study shows that the Middle 
Eastern. states account for nearly 
half of all U.S. travelers to Europe. 
New York alone accounted for 
31.5% of these travelers in 1954. 

The average U.S. tourist making 
a European tour spent $1,369 in 
1951, $1,397 in 1952, $1,453 in 1953 
and $1,467 in 1954. These figures 
include transportation costs of 
$610, $630, $641 and $628, respect- 
ively. 

For many years France netted 
more than any other European 
country in dollar receipts from 
American tourists, but last year 
Italy took over first place. Accord- 
ing to the Department of Com- 
merce, 235,000 Americans visited 
Italy in 1955, spending $82,000,000 
there. More Americans visited 
France (293,000) and Britain 
(265,000), but their total expend- 
itures in these two countries were 
only $80,000,000 and $72,000,000, 
respectively. 


a “Survey of International Travel” 
reports on a number of other in- 
dices, such as passports issued and 
renewed, 1948-1955, departure 
months of U.S. travelers to Europe 
and expenditures by foreign visit- 
ors to this country. 

It also includes six appendices, 
gone showing how the survey is 
conducted, others giving general 
travel statistics dating back to 1919 
and others reporting on additional 
surveys conducted in this field. 


‘Ceramic Age’ Goes King-size 
Jerome R. Peskin, publisher of 
Ceramic Age, Cleveland, has an- 
nounced that beginning with the 
September issue, the magazine’s 
format will be changed to king- 
size. Standard 7x10” ad units will 
run alongside full columns of edi- 
torial. Circulation is being in- 
creased to 5,500, and a new rate 
card, carrying a 12-page rate of 
$225 a page, has been issued. Grant 
Anderson, a graduate of the Uni- 


RUGGED—Add he-man ads: G. Heil- 
eman Brewing Co., LaCrosse, Wis., 
has been promoting its beer in the 


midwestern area with thirsty, 

hearty males since early spring. 

This ad appeared in the Milwaukee 

Journal. Earle Ludgin & Co., Chi- 
cago, is the agency. 


+ 


‘Missiles & Rockets’ to Bow 

Missiles & Rockets will be 
brought out in October by Amer- 
ican Aviation Publications, Wash- 
ington. Publisher Wayne W. Par- 
rish says the magazine is the first 
to serve “world astronautics.” Ad- 
vertising rates will be based on a 
controlied circulation of about 13,- 
000. 


Burlington Promotes Jones 
Kay C. Jones, fashion coordi- 
nator for Burlington Mills, has 
been named fashion director of 
Burlington Industries, New York. 


|Everit B. Terhune Sr., 
Ex-publisher of ‘Boot & 
‘Shoe Recorder,’ Dies 


| 

| New York, ‘July 25—Everit B. 
|Terhune Sr., 79, retired publisher 
|of Boot & Shoe Recorder, and for- 
mer senior vp of the Chilton Co., 
Philadelphia, died yesterday in St. 
|Clare’s Hospital after an extended 
illness resulting from a broken hip. 
Mr. Terhune was born in Plain- 
\field, N. J., and was graduated 
|from Harvard College in 1899. In 
}1900 he joined the publication 
ifounded by his father, William 
|Lewis Terhune, in Boston in 1882. 
|It was bought by United Publish- 
ers Corp., predecessor of Chilton, 
about 1912, and moved to New 
| York. It is now published in Phila- 
delphia. 


= Mr. Terhune sold subscriptions 
jand advertising, became a vp of 
|the company and succeeded his 
| father as publisher in 1936. He was 
| widely known in the shoe industry 
land in 1951 received the T. Kenyon 
‘Holly Award for distinguished 
|service to the industry from the 
_2-10 Associates, a shoe trade asso- 
|ciation. He remained as head of 
| the publication until his retirement 
jin 1954, and was succeeded by his 
}son, Everit B. Terhune Jr. 

Mr. Terhune Sr. was a founder 
of the Boston Shoe Trade Club, 
}and a director of the Sales Execu- 
tives Club of New York. In 1923 he 
served as a representative of the 
International Chamber of Com- 
merce at the League of Nations 
meeting in Paris, and was a mem- 
ber of the foreign trade committee 
organized by Herbert Hoover, 
when the latter was Secretary of 
Commerce. In 1925, Mr. Terhune 
published “Whispering Europe,” a 


Nielsen Radio 


Two Weeks Ending June 23, 1956 
Copyright by A. C. Nielsen Co. 
Nielsen Total Audiencet 


Current 
Rank 


You Bet Your Life (DeSoto-Plymouth, 
Godfrey's Scouts (Toni, CBS) 


Program 
EVENING, ONCE-A-WEEK (AVERAGE FOR ALL PROGRAMS) 
Truth or Consequences (Participating, NBC) 


NBC) 


Two for the Money (P. Lorillard, CBS) 


1 
2 
3 
4 
5 Our Miss Brooks (Toni, CBS) 993 
6 People Are Funny (Gillette Co., NBC) 946 
7 Voice of Firestone (Firestone Tire, ABC) 899 
8 News from NBC (Brown & Williamson, NBC) 899 
9 Telephone Hour (Bell Telephone, NBC) 851 
10 Weather on the Highways (Asphalt Institute, Sunday evening, CBS)... 851 
EVENING, MULTI-WEEKLY (AVERAGE FOR ALL PROGRAMS) (710) 
1 News of the World (Miles Labs., NBC) 1,277 
2 One Man's Family (Participating, NBC) 1,183 
3 Lowell Thomas (Delco Batteries, CBS) 993 
WEEKDAY (AVERAGE FOR ALL PROGRAMS) (1041) 
1 Wendy Warren (Standard Brands, CBS) 1514 
2 My True Story (Sterling, Park & Tilford, ABC) 1,514 
3 Arthur Godfrey (Kendall, 10:30, CBS) 1Al9 
4 Arthur Godfrey (Staley, 11, CBS) 1Al9 
5 Helen Trent (Carter, Corn Products, CBS) 1419t 
6 Wendy Warren (Hazel Bishop, CBS) 1419 
7 Helen Trent (Carter, Corn Products, CBS) 1,372% 
8 Arthur Godfrey (Standard Brands, CBS) 1,372 
9 Guiding Light (Procter & Gamble, CBS) 1,372 
10 Young Dr. Malone (Toni, CBS) 1,372§ 
DAY, SUNDAY (AVERAGE FOR ALL PROGRAMS) (378) 
1 Robert Trout-News (Chevrolet, 10, CBS) 804 
2 Woolworth Hour (F. W. Woolworth Co., CBS) 757 
3 News (CBS) 710 
DAY, SATURDAY (AVERAGE FOR ALL PROGRAMS) (615) 
1 Gunsmoke (Liggett & Myers, CBS) 1,324 
2 Weather on the Highways (Asphalt Institute, CBS) ................c.--cesseeee 1,324 
3 Robert Q. Lewis (Lewis Howe Co., CBS) 1,183 


* Number of homes is based on 47,300,000, the estimated July, 1956, total U. S. radio 


homes. 


versity of North Dakota with a 
master of science degree from 
Northwestern University, has been 
appointed associate editor of Cera- 


mic Age. 


reached during all or any part of the program, except for homes listening one 


book dealing with the situation in 
Europe at the time, which aroused 
considerable comment. He served 
as president of the Associated 
Business Publications in 1928. 


ERNEST A. HOLMES 

New York, July 25—Ernest A. 
Holmes, 54, marketing consultant 
for both A. S. Bennett-Cy Chaikin 
Inc. and Carlos Franco Associates, 
market research organizations, and 
formerly associated with several 
advertising agencies, died at his 
home in Woodcliff Lake, N. J., 
yesterday of a cerebral hem- 
morhage. 

A native of San Francisco, Mr. 
Holmes was graduated from the 
University of California, and spent 
his entire career in market re- 
search. He founded a market re- 
search department for Young & 
Rubicam in Chicago, and at vari- 
ous times worked for Warwick & 
Legler, Abbott Kimball Co., Joseph 
Katz Co., Arthur Kudner Inc., 
Kenyon Research Co. and Carl S. 
Brown Co. He was with the latter 
agency until 1955, when he be- 
came consultant for the two re- 
search companies named above. 

He was a member of the New 
York chapter of the American 
Marketing Assn. 


RAIMUND SCHULZ 

FRANKFURT AM Mar, July *t— 
Raimund Schulz, 47, director, over- 
seas division, Hanns W. Brose 
G.M.B.H., died here on July 4. 

Mr. Schulz made many friends in 
the U.S. when he attended a se- 
ries of international advertising 
meetings in April sponsored by the 
Four A’s at White Sulphur Springs, 
W.Va. 

While there he explained in de- 
tail the “service type” operation 
that his agency pioneered in 
Germany as compared with the 
traditional “space broker” type of 
operation. 

Mr. Schulz was born and edu- 
cated in Munich and was an ex- 
change student at Tufts College, 
Medford, Mass. 


= He was assistant advertising 
manager at Verkehrsverband Ba- 
varia in 1928-29; advertising rep- 
resentative of Raymond Whitcomb 
Tours and Cruises in Boston, New 
York and Philadelphia in 1929-30; 
and in the latter part of 1930, di- 
rector of the Hamburg-America 
Line at Oberammergau. 

From 1930 to 1935, he was assist- 


ant advertising manager of Fa. W. 
Bleyle, and in 1935-36 he was as- 
sistant advertising manager with 
|Fa. Arlete G.M.B.H. 

From 1936 to 1945, Mr. Schulz 
was vp for advertising and public 
relations of the German Airship 
Corp. He’served as advertising and 
sales promotion manager for the 
|German-American Overseas Air- 
lines and Pan American World 
Airways, 1947-53; and joined 
Hanns W. Brose that year. 

He was a member of the Bund 
Deutscher Werbeberator BDW, the 
U.S. Chamber of Commerce in 
Germany, Steuben-Schurtz Ges- 
sellschaft, and was a director of 
NSE-International, Germany. 


HERBERT H. SCHWARZ 

New York, July 24—Herbert H. 
Schwarz, 47, assistant to the ad- 
vertising director of the New York 
Herald Tribune, died July 22 of a 
heart attack while vacationing with 
his wife and son near Mattituck, 
N.Y. 

Born in Brooklyn, Mr. Schwarz, 
after graduation from high school, 
joined the statistical department of 
the New York Times. A year and 
a half later he joined the advertis- 
ing department of the Herald 
Tribune, and had remained there 
for the last 28 years. 


EDWARD J. PENDER 
Lovuisvit_ze, July 24—Edward J. 


Pender, advertising manager of 
U.S. Steel Homes Inc., died last 


week in Baptist Hospital here af- 
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ter a prolonged illness. He was 35 
years old. 

Mr. Pender was born in Pitts- 
field, Mass. He was graduated from 
Holy Cross College, Worcester, 
Mass., and continued with graduate 
study at Fordham University. : 

He served in the Navy during 
World War II, serving three years 
in the Mediterranean theater and 
a year in the Pacific theater. 


s After the war, he joined Para- 
mount Pictures Corp. as national 
field representative in the public 
relations-publicity section. He 
joined Batten, Barton, Durstine & 
Osborn in 1950 to work on the U.S. 
Steel Corp. account team, dealing 
primarily with tv commercials for 
the “U.S. Steel Hour,” and also its 
promotional advertising campaigns. 

Mr. Pender became ad manager 
of U.S. Steel Homes on July 15, 
1955. He was married April 28, 
1956, to the former Elinor Lumpkin 
of Athens, Ga. { 


WILLIAM WOODBRIDGE SR. 

SeaTTLe, July 24—William W. 
Woodbridge Sr., 72, for many years 
prominent in advertising and pro- 
motion in the lumber industry, 
died here last Wednesday. 

Mr. Woodbridge came to Seattle 
in 1910 and served for a number of 
years as advertising manager of 
West Coast Lumberman, now The 
Lumberman, one of the Miller 
Freeman publications. From 1934 
to 1953 he was secretary-manager 
of the Red Cedar Shingle Bureau, 
Seattle, trade promotion agency for 
the shingle industry. He retired in 
1953 because of ill health. 

Survivors include a son, William 
W. (Nick) Woodbridge Jr., of 
Dancer-Fitzgerald-Sample, San 
Francisco. 


BLANCHE CLAIR 

PHILADELPHIA, July 24—Miss 
Blanche E. Clair, who was affil- 
iated for 20 years with Allen, Lane 
& Scott, local printing company, 
died July 16. 

Miss Clair was known as an au- 
thority on direct mail advertising. 
She was president of the Philadel- 
phia Club of Advertising Women 
in 1921 and 1922, and was a life 
member. She was named “Phila- 
delphia Advertising Woman of the 
Year” in 1953. 

She initiated the advertising 
club’s advertising course for young 
women in 1928, and directed the 
school for 20 years. She co- 
authored “Advertising Careers for 
Women,” which was published in 
1939. She was on the faculty of the 
Charles Morris Price School. 


J. M. KORN 

PHILADELPHIA, July 24—J. M. 
Korn, 55, president of J. M. Korn 
& Co., died Sunday. 

Mr. Korn founded the agency in 
1931. He had been an active mem- 
ber of advertising organizations 
and civic associations. He was 
named to the board of governors 
of the Pennsylvania chapter of 
the American Assn. of Advertising 
Agencies in 1952. 


MORT BLUMENSTOCK 

HOLLywoop, July 24—Mort Blu- 
menstock, 54, former vp in charge 
of advertising and publicity for 
Warner Bros. Studio, died July 
18 in his sleep after a heart at- 
tack at his home in Beverly Hills. 

Mr. Blumenstock ended his 28- 
year association with the moving 
picture studio last May with in- 
tentions of going into production 
on his own. During his career in 
publicity he was credited with 
originating “junkets,” the practice 
of taking personalities and the 
press on trips in connection with a 
given project. 

Born in New York, he was grad- 
uated from. Columbia University 
and entered the theatrical field as 
a writer and film editor for the old 
First National Pictures Co., which 


subsequently became Warner Bros. 
Pictures. 
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|\"Washington Post’ Issues 

|New Market Data Book 

The Washington Post & Times 
Herald has published an 18-page 
market data book, “The Washing- 
ton, D.C., Market.” The pamphlet 
-| gives information on income, em- 
|ployment, homes, retail sales, 
|mewspaper circulation and shows 
jincreases from past years as well 
as projections of population to 
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MODERN MOOD—Kroehler Mfg. Co., 
Chicago, will feature Valentine 
Seaver’s Holiday sofa and Newport 
chair in a fall campaign. Color 
pages will appear in the Septem- 
ber issues of House Beautiful and 
House & Garden. Henri, Hurst & 


1980. 


The Washington market was 


graduated into five areas with in- 
formation on each area. The areas 
are the District of Columbia, the 
city zone, standard metropolitan 
area, retail trade zone and 26- 
county Washington trade area. 


‘| Habitant Soup to Hutchinson 


Habitant Soup Co., Manchester, 


N.H., has appointed Charles F. 
Hutchinson Inc., Boston, to handle 
advertising and sales promotion for 
Habitant-soups. A campaign using 
magazines, newspapers, radio and 
television is being planned. Cham- 
bers & Wiswell formerly handled 


the account. Habitant Soup Co. 
also has named kobert W. Wright, 
most recently with Durkee Famous 
Foods division of Glidden Co., 
general sales ma) iger. 


Needham, Loui; Names Four 
Needham, Lou's & Brorby has 
appointed Alfre:’ P. Ries an ac- 
count executive, James T. Wells 
Jr. and Joel Heirick to the copy 
staff and Joseph i.:Rosa an art di- 
rector in its Nev York office. Mr. 
Ries previously \ «s in the adver- 
tising departmen’ >f General Elec- 
tric Co. Mr. Wel). formerly was a 
copy supervisor ». ith Grey Adver- 
tising Agency, M_ Herrick previ- 
ously was wtih Ellington & Co., 
and Mr. LaRosa has been art di- 
rector of Nationa! Export Adver- 
tising Agency for several years. 


Stone Named Adclub Head 

Charlie Stone, vp in charge of 
WMBER-TYV, has been elected pres- 
ident of the Advertising Club of 
Jacksonville, Fla., for the 1956-57 
term. 


Appoints Schwab & Beatty 

British Publications Inc., New 
York, has appointed Schwab & 
Beatty, New York, to handle its 
advertising. The company pro- 
motes subscription sales to British 
magazines. C. L. Miller Co. is the 
previous agency. 


). CLIP THE CLIPPER“ CLIP THE CLIPPER- 


Like many other BIG NAME firms, you, too, 
can clip monthly Clipper art for siriking, origi- 
nal layouts that can be produced in a jiffy. 
Free sample. Yours to use. Address... 


MULTI AD SERVICES, INC. 


Box 806M Peoria, Iilincis 


World's Largest 


Henry J. Eavey Opens 


24-Hour bakery . 

ane: air air market. spice island . 
ue 

iti-Speed checkouts. 


FORT WAYNE NEWSPAPERS, 


Che News Sentinel * 


Represented by Allen-Klapp Co.—New York—Ohicago—Detroit—San Frencieco 


Opens This Month in Fort Wayne 


80,761 square foot Supermarket 


free parking for 1,000 cars... 
4 of meat cases 

. customer lounge . 
a more than ever, you need 
Fort Wayne to complete your ad schedule. 


Grocery Store 


Giant 
FORT WAYNE 


15 


INC., Agent ¢ 
THE Jour 


McDonald, Chicago, is the agency. 


Coming 
Conventions 


*Indicates first listing in this column. 

Aug. 13-18. Affiliated Advertising Agen- 
cy Network, annual meeting, Reno, Nev. 

Aug. 24-28. Mail Advertising Service 
Assn., 34th annual convention, Drake Ho- 
tel, Chicago. 

*Sept. 16-18. 7th District, Advertising 
Federation of America, Baton Rouge, La. 

*Sept. 19-22. Advertising Typographers 
Assn. of America, 30th annual convention, 
Forest Hills Hotel, Franconia, N. H. 

*Sept. 21-22. 8th District, Advertising 
Federation of America, Milwaukee. 

Sept. 22-25. Advertising Specialty Na- 
tional Assn., annual convention and spe- 
cialty fair, Palmer House, Chicago. 

Sept. 23-25. Advertising Federation of 
America, Tenth District convention, 
Shamrock Hilton Hotel, Houston. 

Sept. 27. Magazine Publishers Assn., 
fall meeting, Westchester Country Club, 
Rye, N. .Y. 

Oct. 1-3. Direct Mail Advertising Assn., 
annual convention, Hotel Statler, New 
York. 

Oct. 5-6. Midwestern Advertising Agen- 
cy Network, 4th quarterly meeting, Edge- 
water Beach Hotel, Chicago. 

Oct. 8-10. American Photoengravers 
Assn., 60th annual convention and exhib- 
it, Hotel Statler, Detroit. 

Oct. 11-13. Pennsylvania Newspaper 
Publishers Assn., 1 conv 
Bellevue-Stratford Hotel, Philadelphia. 

*Oct, 12-14. Intercity Conference of Wo- 
men's Advertising Clubs, Minneapolis. 

*Oct. 12-14. 3rd District, Advertising 
Federation of America, Charlotte, N. C. 

Oct. 15-16. Inland Daily Press Assn., 
annual meeting, Drake Hotel, Chicago. 

Oct. 15-16. Agricultural Publishers 
Assn., annual convention, Chicago Ath- 
letic Assn., Chicago. 

Oct. 18-19. Audit Bureau of Circula- 
tions, 42nd annual meeting, Drake Hotel, 


Chicago. 
Oct. 22-23. Boston Conference on Dis- 
tribution, Hotel Statler, Boston. 

Oct. 22-24. Assn. of National Advertis- 
ers, annual meeting, Drake Hotel, Chi- 


cago. 

Nov. 11-15. Outdoor Advertising Assn. 
of America, Hotel Ambassador, Los An- 
geles. 

Nov. 15-17. Southern Newspaper Pub- 
lishers Assn., annual convention, Boca 
Raton Hotel and Club, Boca Raton, Fila. 

Nov. 19. Advertising Research Founda- 


McGraw-Hill Income Soars 

McGraw-Hill Publishing Co. re- 
ports a net income for the six 
months ended June 30 of $3,293,- 
485, compared with $2,289,011 for 
the. comparable period of 1955. 
Stockholders have approved a 
three-for-one stock split. Direc- 
tors of the company have an- 
nounced a dividend of 30¢ a share 
on the new stock. This is equal to 
90¢ a share on the 880,000 capital 
shares outstanding before the split, 
and compares with an 80¢ dividend 
paid June 21. 


Sullivan to ‘Food Topics’ 

Robert W. Sullivan, formerly 
associated with Super Market Mer- 
chandising and National Tea Co., 
has joined Food Topics as mid- 
western regional sales manager. 
He succeeds the late R. O. D’Albret. 


Se 


CHAMPION Sets the Pace in Papermaking 


Cases, skids, cartons, rolls... 


Champion makes many grades of advertising and business 
papers for printers, publishers, and converters. Much of this 
paper is manufactured to meet specified delivery dates. For 
rush delivery, other orders are filled from mill inventories such 
as the one pictured. Thousands of tons of paper are kept in 
reserve at Champion’s three mills . 


dependable service to customers. 


CHAMPION® PAPERS 


THE CHAMPION -PAPER AND FIBRE COMPANY 


District Sales Offices in New York, 
Atlanta, Dallas, and San 


Chicago, Philadelphia, 
Francisco. Distributors in every major city. 


An inventory warehouse at Champion’s Ohio Division 


. to assure prompt, 


HAMILTON, OHIO 
Detroit, St. Louis, Cincinnati, 
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The Bulletin goes home...delivers more copies to more people 


every seven days in Greater Philadelphia than any other newspaper 


, 


Drugstores are busy places in Greater Philadelphia. People spend 
$161,000,000 a year on drugs, cosmetics and toiletries. Your sales 
start at home in the advertising columns of Philadelphia’s family 
newspaper —The Evening” and Sunday** Bulletin. 


The Bulletin packs selling power throughout a market noted 
for its buying power. Philadelphians like The Bulletin. They buy 
it, read it, trust it and respond to the advertising in it. The Bulletin 
is Philadelphia’s home newspaper. 


* Largest evening newspaper in America. **R.O.P. editorial and advertising color. 


| 
: 
; 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 342 Madison Avenue 
Chicago, 520 N. Michigan Avenue. Representatives: Sawyer Ferguson Walker Company in Detroit 
Atlanta * Los Angeles + San Francisco 


In Philadelphia nearly everybody reads The Bulletin 
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Critics Can't Match Ratings 


Rumors Rampant, O'Meara Finds 


IGA Starts a Revolution 
Journalism Students in Industry 


Opinions expressed here are those of the writers, and not necessarily those of Advertising Age. Comments are always welcome. 


THE NATIONAL NEWSPAPER OF MARKETING 


Salesense in Advertising ... 


Teaser Ads Are of Doubiful Value 


By James D. Woolf 
Advertising Consultant 

A great many admen, including the 
present writer, hold to the opinion that 
so-called “blind,” or “teaser,” advertising 
is of questionable value. 

When an advertisement wholly or par- 
tially camouflages the 
true nature of the sub- 
ject, it can only mean 
that the advertiser be- 
lieves consumers have 
no interest in his kind 
of product. And that 
nothing he can say in 
its behalf is likely to 
invite attention and 
readership. 

I maintain that if a 
product is such a zero that it cannot in- 
terest some of the people some of the 
time, is should not be advertised at all. 

Let’s take an admittedly dull product; 
carpet tacks, for instance. There isn’t 
much I can say about them cf high edi- 
torial interest. They are of the finest qual- 
ity, but they possess no snorkel that is 
peculiarly to their advantage. Their utili- 
tarian function is a simple one: they 
fasten carpets securely to the floor. 


James D. Woolf 


8 Two editorial procedures are open to 
me, as follows: 

1. I can trick the looker into reading at 
least a few lines of my copy by leading off 
with something that has nothing to do 
with carpet tacks—a roaring lion, perhaps, 
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STORY BURIED—This ad reveals only partial- 
ly that the true subject of this ad is Util- 
ity’s Weatheramic year-round air condi- 
tioner. The unit as illustrated might be a 
clothes locker or a filing cabinet, and the 
Mother Goose picture is totally irrelevant. 
Buried deep in the fine print is the fact 
that Utility, tested against other leading 
national makes, was proved most econom- 
ical to operate. Wouldn’t that fact make a 
stronger headline than “What’s better 
than an elephant?” 


or a beautiful doll in a Bikini, or a basket- 
ful of puppy dogs. Or with a mystifying 
headline (“King Tut Knew Better’) 
which means nothing at all. 

2. Or I can reveal, openly and above- 
board, with both pictures and display 
type, that my ad is all about carpet tacks. 

I prefer, as a matter of personal opinion, 
the second procedure, no matter how dull 
and commonplace the product. 


s I prefer it because there will always be 
a given number of pecple, at a given time, 
in any given publication, in the market for 
carpet tacks—or for any useful product cf 
any nature. My ad, even if the small print 
isn’t read, will at least register the fact 
XYZ is the brand name of carpet tacks of 
guaranteed quality. My ad will be illus- 
trated with a picture clearly related to 
carpet tacks, and it will be headed with a 
display line that pertains to the product. 
My brand name (logo) will be displayed 
conspicuously, together with an image of 
my package. 

There are many products advertised 
that are of the low-interest variety. They 
consistently get low “read most” ratings, 
a situation that is frequently disturbing to 
advertisers as well as copywriters. It is a 
great mistake, in my judgment, to attempt 
to force readership with irrelevant, mean- 
ingless devices. If the reader has little or 
no interest in the true subject of the ad 
(the product), he will stop reading at the 
very instant he realizes he is being tricked 
and often he may feel resentful. 
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GUESS WHAT—The true subject of this ad is 
Gelvatex, “the finest paint for stucco and 
masonry surfaces,” but who'd ever guess 
it? The bizarre illustration is “clever,” I 
suppose, but will it capture selectively 
the eyes of readers thinking of painting 

their stucco and masonry surfaces? 


First with America's public utilities 


NIBROC TOWELS... 
und al the finest .. 


first wet strength towe! 


NO y canounaaa Piaget towels are inher- 
ently not much more interesting, I sup- 
pose, than carpet tacks. Yet the copy- 
writer chose—wisely, I think—to reveal 
at once to the looker that the subject of 
the ad is Nibroc towels. And why not? In 
what way would the ad gain strength if 
the subject were camouflaged and the 
looker tricked into reading a few lines 
of the copy? 


If the consumer won’t read much of my 
carpet tack copy (and not too many of 
them will), I’ll settle for a strong degree 
of brand recognition and consumer ac- 
ceptance at the point of sale. Brand fa- 
miliarity alone is a great sales asset. 


yh wrhhe Poem § 
wend ok bee he nba 


Pb eoest 


vem oF ERENT ome CURT ORAE OM 


| he oes 2 oe fe 
ee 
MOTION ECONOMY—The true subject of this 
Time ad is the efficiency of Remington 
Rand products in eliminating unnecessary 
office fatigue and costs, a matter that 
ought to be of considerable interest to 
many of Time’s readers. I see no urgent 
reason for this “teaser” approach. 
Wouldn’t it be wiser to come forth with 
the promised benefits—openly and im- 
mediately—with a relevant picture and 
headline? 
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HARD TO READ—If the looker will screw up 
his eyes and peer sharply he will discover 
that the subject of this ad is Pabco, a 
brand of paint. What this ad is expected 
to accomplish, if anything, I do not know. 
It’s weak on brand identification for one 
thing, and for another the small type 
in reverse is extremely difficult to de- 
cipher. Possibly the ad is “cute,” but at 
what a price! 
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Employe Communications... 


Journalism Students Get Job Previews 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

Each year more and more seniors in 
the nation’s journalism schools are de- 
ciding to knock on the doors of industry 
instead of the doors of newspaper editors. 
Careers in communications and public 
relations have a dollar-and-cents appeal 
not easy for graduates to resist. 

Several journalism schools have been 
offering courses in industrial editing for 
some time. (Our own, at the Medill School 
of Journalism, Northwestern University, 
is ten years old.) Courses are necessarily 
academic rather than practical, for the 
simple reason that instructors cannot 
provide much that simulates actual 
working conditions in industry. 


s Out of a realistic recognition of this sit- 
uation has come a partial, helpful solu- 
tion. The committee on education of the 
American Assn. of Industrial Editors has 
just completed its first series of so-called 
“Industry-Journalism Days.” Spearhead- 
ed by Lelah Nell Masters, editor of Cone 
Mills’ publication at Greensboro, N. C., 
the committee has set up a series of con- 
ducted plant tours for students in jour- 
nalism schools. Under professional guid- 
ance, the embryo industrial editors have 
been able to see how communication 
works at the plant level. The editors’ as- 
sociation developed the plan in associa- 
tion with several journalism schools and 
a number of interested companies. 


® The schools represented include Cor- 
nell, Syracuse, LaSalle, Temple, Rutgers, 
Upsala, the Universities of Tennessee 
and North Carolina and others. Compa- 
nies which loaned their editors and plant 


On the Merchandising Front... 


facilities to the project include Carrier 
Corp., Onandaga Pottery Co. Union 
Chemical & Materials Corp., National 
Cash Register Co., Lionel Corp., Monroe 
Calculating Machine Co., Mutual Benefit 
Life Insurance Co., New Jersey Bell Tel- 
ephone Co., American Viscose Corp., Food 
Fair Stores, E. F. Houghton & Co., and 
Sun Oil Co. 

The journalism students who were 
plant guests on I-J Day did not confine 
their activities to plant tours alone. They 
saw how stories for company papers were 
conceived; they worked at actual copy 
under plant editor direction; they saw 
how photo files are maintained in the 
modern industrial editor’s office; held 
brainstorming sessions and wound up 
with questions-and-answers periods de- 
signed to send the student back to the 
campus knowing much more about in- 
dustrial communication. 


= Companies often look to the campus 
for suitable editor talent; they rightly 
feel that schools of journalism should 
provide young people able to move into 
editing slots in company papers. Some of 
the graduates, regrettably, emerge with 
their diplomas but without any hint of 
the practical experience their jobs will 
require. They have only the vaguest idea 
of what fitting into a management team 
requires. Their efforts have been con- 
centrated on writing and layouts, which 
are important, but they haven’t had the 
opportunity to rub elbows with the reali- 
ties of on-location performance. 

The American Assn. project is off to a 
good, laudable start. Other schools. and 
other companies will advance the cause 
of better communication by joining in, 
and by so doing they may conceivably 
advance their own. 


Robot Selling Upsets the Robots 


By E. B. Weiss 
Merchandising Consultant 

Whether the Independent Grocers’ Alli- 
ance will be honored by merchandising 
history as the developer of the first prac- 
tical application of true electronic push- 
button concepts to re- 
tailing is for the future 
to decide. But the elec- 
tronic shopping unit 
unveiled by the IGA at 
its 30th annual conven- 
tion in New York in the 
middle of July certain- 
ly is a landmark in re- 
tail merchandising and 
maybe a forerunner of 
a great marketing revo- 
lution. 

By the time this column appears in 
print, the details of this new retailing con- 
cept will have been published broadly. It 
isn’t necessary, therefore, to repeat those 
details here. 

However, 1 would like to relate this 
fascinating development to positions I 
have taken over the last*few years in 
this column, in my AA series en auto- 
mation and its impact on marketing, in 
various talks, etc. 


E. B. Welss 


= These positions may be summarized 
as follows: 3 

1. Electronic pushbutton retailing for 
many staple classifications of merchan- 
dise is inevitable. IGA makes this proph- 
ecy a practical reality. 

2. The shopper wants to shop faster— 
ever faster. Electronic retailing makes this 


possible. IGA now shows how to do it. 

3. Electronic retailing will enable re- 
tail merchandising to develop more fully 
the economies of the pre-sold brand. The 
costs of retailing must come down. This 
potential is inherent in the IGA push- 
button concept. 

4. The public wants to be able to buy 
certain items at any hour of the day, any 
day of the week. Electronic retailing 
makes this feasible. And the IGA plan 
will be used to this end. 

5. Outdoor retailing will become more 
popular. Electronic retailing makes this 
feasible. The IGA unit will cater to this 
trend. 

6. The time is ripe for a return of the 
specialty store concept. Electronic retail- 
ing makes this feasible. This IGA unit is, 
really, a tiny specialty store. 

7. Electronic shopping must be an in- 
tegral part of electronic recording of the 
sales transaction in every detail. The IGA 
pushbutton concept is a huge step in 
this direction. 


s 8. There is less and less reason why the 
shopper should be compelled to carry her 
purchases to a check-out point. The IGA 
plan eliminates this step in the shopping 
process. 

9. The shopper who requires just one, 
or just a few fill-in or emergency pur- 
chases is inadequately catered to in this 
uge of gigantic one-stop store units. The 
IGA pushbutton unit smartly serves this 
shopper, and her number is legion. 

10. The delays at the check-out point 
cannot continue indefinitely. The IGA 
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Illustration Gets a Medal 
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exactly like the one pictured. 


cumstances. 


If any advertising illustration deserves a medal, we feel this one does. And 
if any advertisement illustrates the immense power developed by the con- 
junction of the right picture and the right headline, we’re certain this U. J. A. 


We haven't been to Israel, but from what we have read in the newspapers 
this photo-headline combination sums up into an overwhelming impression of 
the land all that we had imagined. The situation was undoubtedly posed—but 
the look on the kids’ faces and Mom’s preoccupation with the rifle in her 
hand we are certain are genuine and well up from many remembered nights 


Unfortunately, we find the copy a bit tortured—if one ever manages to 
escape the fascination of the photograph to read the copy. Two thirds of it 
builds the threat under which the people of Israel live today. Then. it says: 

“Mom knows her job is on the border, guard- 
ing freedom. Just now she can’t help bring the 
kids—and adults—who plead to come from 
lands of danger. Because she can’t—we must.” 


But isn’t Israel, as pictured, a land of danger itself? And is this the time to 
bring more souls into its threatened existence? We realize the temptation to 
picture the most dramatic fact of Israel’s life today. But the U.J.A. cannot 
provide arms through contributions made to it—and the situation in Israel 
would seem to militate against bringing in any more of the destitute and un- 
armed. Or perhaps one should not raise the question of logic under the cir- 


plan promises to reduce these delays. 

11. The shopper’s willingness to shop 
automatically has not been matched by 
retailing’s willingness or ability to provide 
truly automatic shopping. IGA has taken 
a big step in this direction. 

12. Self-service, to date, has not even 
been mechanical. It must go both me- 
chanical and electronic. This, of course, 
is the big significance inherent in the IGA 
concept. 


® 13. Retailing has for too long continued 
to depend on manual labor. In every as- 
pect of the retail operation, electronics 
plus mechanical] developments must re- 
place manual labor; it simply can no 
longer be tolerated. (I hasten to add that 
this does not apply to all merchandise, in 
all stores.) 

14. The vending machine is on the verge 
of remarkable development and will take 
forms hard to conceive; we must get rid 
of the notion that a vending machine 


must always look like its chewing-gum 
ancestor. This new IGA unit is, in es- 
sence, a type of vending machine, but a 
brilliant new type. 

15. With respect to food retailing, I 
have made the point time and again that 
the original objective of the food super 
concept was to operate on a margin—for 
food—of 12%. It did succeed in getting 
down to 14%. Today, it is up to 17%, and 
makes a net profit primarily because of 
non-foods carrying margins averaging 
30%. I have said that the food retailer 
must learn how to sell certain foods prof- 
itably at 12%—and ultimately for 10% 
and less. The IGA electronic unit may 
help usher in true low-cost retailing. 


® Now I do not contend that all of these 
prophecies I have made, all of these po- 
sitions I have taken, will be turned into 
realities by the IGA pushbutton unit. At 
the moment of writing, its practicality, 
etc., remain to be proved. And I am not 
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Men, Medals and Machines 


Take Two Men—Elmer J. “‘Tange”’ Tangerman and W. M. “‘Bill’’ Stocker, Jr. 

Elmer Tangerman (left, above) has been Executive Editor of American 
Machinist for the past 6 years. He has been with the magazine, and with 
other McGraw-Hill publications, for 27 years. Time served as machinist 
apprentice, millwright, boilermaker—plus two Purdue degrees and a license 
as a Professional Engineer—serve him as background for his present assign- 
ment. He is considered an authority on high-speed machining, automation, 
and advanced tooling. 

Bill Stocker, Associate Editor, has been with American Machinist for 
7 years—and has devoted most of his effort to shop practice, manufacturing 
methods, and technical administration. On-the-spot Air Corps experience 
with bombings and fire raids in Europe, and covering such holocausts as 
industrial fires, windstorms, and last year’s New England floods, have im- 
pressed him with the immense importance of teaching industry to survive 
major disasters. 

Take Two Awards 

For his recent reports, ““Tools Make America Great” and “Doorway to 
a Better Tomorrow,” Tange was awarded the Freedoms Foundation Medal 
on March 13th at ceremonies in New York City. 

That same day, the Federal Civil Defense Administration announced 


the soon-to-be-made awards of certificates of commendation to Bill and to 
American Machinist for the February 1956 report “Disaster Control’’—a 
revision and up-dating of an earlier 1950 report which is still a highly re- 
garded text at the Staff College of the Federal Civil Defense Administration. 

Latest in a long series of awards made to American Machinist and its 
staff, these recognitions serve to reaffirm the validity of the policy of the 
magazine. 

Take Machines—and American Machinist 

There’s more here than meets the eye at first. Elmer Tangerman put his 
finger on it recently when he said “Our job is bigger than simply delivering 
information on technology and equipment. As a team, we all strive to cover 
every aspect of the executive’s job of making technology work effectively. 
This includes people, policies, morale, disaster control and a wide range of 
other subjects beyond the newest in techniques and equipment.” 

In experience . . . in knowledge of their jobs . . . in teamwork that best 
serves their readers, Bill and Tange are typical of McGraw-Hill editors. 
Specialists, fully at home in their fields, they live with the problems of the 
men who look to them for accurate reporting of news that is vital to their 
industry. That is why every McGraw-Hill publication provides the best 
possible audience for your advertising. 


McGraw-Hill 


PUBLISHING COMPANY? INCORPORATED 


i) 330 WEST 42nd STREET, NEW YORK 36, N. Y. @ 


Over a million men in business and industry pay to read McGraw-Hill business publications J 
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unaware that it appears to have a’ re- 


semblance to the electronic store concept 
of the late Clarence Saunders, father of 


Piggly-Wiggly and therefore the real 
founder of the modern self-service age. I 
believe it was called Keedoozle—and Mr. 
Saunders died before it had received 
complete testing, although the early tests 
indicated some technical weaknesses. 


But I do contend that whatever the 
brain of man can conceive—the brain of 


man cardevelop. And I also contend that 
whatever enough shoppers want, a smart 
brain will ultimately supply. 

So I continue optimistic that electronic 


retailing for certain classifications of 
merchandise is on the way. And I know 
that Don R. Grimes, president of the IGA, 


is an extraordinarily keen food merchan- 
diser and if this concept has his blessing 
(as I know to be the case), then I am 
certain that it will not be found to include 
too many “bugs.” 

It isn’t too soon, therefore, for mer- 


Just Looking ee 


This is the damnedest business for 
rumors. The latest to reach me—from 
a friend who got it from a friend in 
Kennebunkport—happens to concern 
myself. 

It seems that I am a very sick man 
-~yeah, tb—and that’s why I’ve spent 
so much time in Arizona. 

This is probably ,a typographical 
error. What I’m really suffering from 
is tv. But, then, so are a lot of other 

* people; and anyhow, it’s only occasion- 
ally. 


® There’s another I’ve even given up 
denying: I’m a full-blooded Choc- 
taw Indian with oil wells in Okla- 
homa. I can only wish that this were 
so. 
But the prize of my personal col- 
lection alleges that I habitually used 
to okay layouts through the glass door 
of a non-existent shower at JWT. I can 


chandising people to contemplate the 
merchandising changes inherent in a sys- 
tem of electronic retailing. And I might 
add, it isn’t too soon, either, for adver- 
tising men to contemplate the advertising 
changes that may be called for in a sys- 
tem of electronic retailing. Ditto for 
package designers, marketing specialists, 
sales executives, etc. 

As for me, I must confess that I hadn’t 
quite believed electronic “automation” re- 
tailing would come so soon. Indeed, when 
I wrote my “automation” series for AA 
only a bit over three years ago, and pre- 
dicted electronic retailing, I wasn’t at all 
certain that pushbutton units of the IGA 
type, electronic point of sale recorders, 
electronic materials-handling devices for 
retail warehouses, etc., would all be re- 
alities by 1956. 

And I have another confession to make: 
I am always willing to bet on the ability 
of the scientist to come through. It’s a 
pretty safe wager. 


By Walter O’Meara 


trace this one back. 

Long ago, on a very hot day, Ather- 
ton Hobler actually did show me a 
rush layout in the shower at B&B. I 
have always considered that the high 
point of my career in advertising. It 
is the sort of thing that could never 
happen more than once. 

If such a crop of rumors could grow 
up around a minor figure in the great 
world of advertising, you can imagine 
what things are like in general. Why, 
my dears—! 

I don’t know, maybe it’s just as bad 
in other fields. But—with nothing more 
than the dignity of the business in 
mind—your correspondent is going to 
assume a very stern expression this 
moning and quote from none other 
than the good St. Thomas 4 Kempis: 

“It is easier not to speak a word at 
all than to speak more words than we 
should”...Or is it? 


Leciiug at Radio and Television... 


Critics Can't Match Ratings 


By the Eye and Ear Man 

Soon new programs wiil be coming on 
the air in. droves. The reliable ratings 
will be months away. In former disserta- 
tions, the handling of impatient clients 
who demand quick, though unsatisfac- 
tory ratings has been discussed, with the 
recommendation that the clients be spir- 
ited away on a long sales trip until the 
first Nielsen Average Audience is deliv- 
ered. The second evil force that must be 
reckoned with, in the early days, when 
opinions stifle science, is that of the 
critics. 

Man against the critics is an old bat- 
tle: A critic is a nimble-witted cynic who, 
lacking creative ability within himself, 
takes out his envy on talented people by 
pulling them apart. If this sounds cruel, 
be reminded that it takes one to tell one. 

In the theater, a few key critics can 
put a show out of business. Their opin- 
jons are eagerly read by the handful of 
cosmopolitan theater-goers who put a lot 
of dinero on the marble to be entertained 
for two hours on a big night-out once or 
twice a year. These critics are astute and 
save a lot of suckers a lot of money. 
However, very few critics are infallible, 
and even fewer liked “Abie’s Irish Rose” 
or “Tobacco Road”—but the public did. 


= In the field of motion pictures, critics 
have little effect on any but the literate 
public. Promotion, word of mouth, and 
stars seems to guide the movie-goer 


much oftener than does a critic. Did 
anyone ever hear of a critic liking “Ma 
and Pa Kettle’’? 

In radio, a handful of critics began to 
arise when radio as a medium was rec- 
ognized by the competing print media. 
These critics never achieved much im- 
portance and certainly exercised no real 
influence on a mass medium. As a mat- 
ter of fact, if a radio critic liked a pro- 
gram, it was generally poison at the 
wireless box office. No respectable critic 
ever said a single kind word about day- 
time serials, and yet for a generation 
they have been one of the greatest de- 
vices invented to move frequently-pur- 
chased grocery or drug products. 


® Now comes television, and some real 
personalities are developing among the 
critics. They are read because they write 
well or amusingly. They pour out mil- 
lions of words of gossip, vitriolic back- 
bite, or advice. But nobody pays any real 
attention to them. 

Nobody, that is, who is a lifetime mem- 
ber of the great consumer public, whose 
decision to buy or not to buy makes or 
breaks a mass-product advertiser. These 
blessed critics have a lot ofgjnfiuence 
on: 
1. Press agents whose jobs depend on 
getting something printed in any paper. 

2. Hambo performers who clip and car- 
ry near their hearts anything written 
about them. 


3. Vain and egocentric producers, em- 
cees, husband-and-wife teams, network 
executives, advertisers, talent agents, di- 
rectors, tv salesmen of anything related 
to show business or time, and a handful 
of semi-intellectuals who wish they were 
critics. 

4. Themselves. 


® Critics generally like low rating pro- 
grams with a message, experimental sus- 
tainers like “Inside ‘Finnegan’s Wake,’” 
panel discussions on the effect of the 
atomic bomb on future generations, and 
anything that is above the intellectual 
level of a mass audience. Since they are 
human—at times—they occasionally 
write something to please a_ publicity 
agent who has been nice to them or to 
please a powerful executive who is in a 
position to do favors for them. All in all 
they do their job in an interesting man- 
ner and are amusing to read in their 
proper perspective. 

But no executive can apply his per- 
sonal taste or the taste of a critic writing 
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for a handful of intellectuals, including 
said executives, to a program that must 
reach everybody. The ultimate judge of 
the success of a program is the public, as 
measured by reliable ratings. 


® By all means, let the critics agitate for 
better cultural programs and force good 
programs to be programmed to a select, 
but ever growing, audience on a sustain- 
ing basis or sponsored by a limited-ap- 
peal product or institutional advertising. 
But if you want conclusive evidence of 
the ability of a critic to judge mass ap- 
peal, call up CBS and ask them to send 
you photostats of the reviews of the first 
“I Love Lucy” shows. Then ask them to 
show the ratings for those shows. 

So, Mr. Tycoon, when your program 
goes on the air, by all means read the 
critics, listen to your family and friends, 
take abuse and cruel kidding from the 
boys at the club, and to quote a million- 
aire named Liberace, who was panned by 
the critics, “Laugh all the way to the 
bank.” 


DRAWTHINKS.., &.... 


The COPYWRITER'S Art Course 


Copyright 1956 by Paul Pinson 


*Had A Bath 


The mystery and stopper quality of 
this illustration is deepened by hiding 
the key phrase somewhere in the 
copy. The customer may not remem- 


See how the girl is more girl-y 
with the lighter line (Lesson 6). This 
biological attraction theme has been 
used before to promote many differ- 
ent products. Imagine a $10,000,000 


Which Triplet Hasn’t H.A.B.*? 


These Drawthink lessons are arranged so that you should gain some- 
thing new each time. If you have been following them closely, you 
have seen how drawing and thinking helps you develop a theme. No- 
tice that now, with both sexes and the eyes, your ability to communi- 
cate visually has advanced another step. 


Which triplet hasn't H.A.B2 


yw 
O@ 


othe pichid the onathat bAeBe / 


Next Lesson: “Better Ads with the Power of the EYE” 


you can make 
Fathead look in 
any direction. 
This helps the 


ber what the initials mean, but he’ll 
ask for the product by name—with a 
coordinated point of purchase re- 
minder. 


campaign, sponsored by Procter & 
Gamble, Colgate and Lever to get 
people to bathe oftener, with a pre- 
mium plastic dish for the “tub-side 
all three!” 
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canyouspot #8 
“the men with the eye 


urge to splurge” ? 
The clue to their identity is Sports Afield. Almost 97% of est 


this vigorous, male market owns one or more automobiles 
— nearly 40% above the national average! eC 


In Sports. Afield you own over 900,000 hand-picked prospects, 
ripe for every kind of product . . . whether for the sportsmen’s 
hobby they love best, or just plain everyday living. ee 


You also own something extra: here, in Sports Afield, they are 
in a mood to buy as in tio other medium. Here is where their | 
“urge to splurge” begins. 


Selling automobiles? Or liquor? Tobacco? Apparel? Let your 
Sports Afield representative help you discover “The Men With 
The Urge To Splurge.” 


+ SPORTS AF TELD 


A Hearst Magazine, 959 Eighth Avenue, New York 19, N. Y. 
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Relates Another Experience 
with a Carbonation Tablet 

To the Editor: That front-page 
news flash in your June 25 issue 
about Fizz-Ade, the tablet that 
makes a carbonated, flavored drink 
when dropped into a glass of water 
brought back memories of another 
product with whose development I 
was associated with just before the 
war. It was to be used in the rins- 
ing operation in home laundering, 


The Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome 


and it really worked. It took away 
“tattle-tale gray” (soap puts that 
in, despite what the ads say), was 
an antiseptic, adjusted the ph of 
the laundry so it matched that of 
the skin and reduced skin rash, 
eliminated “baking soda brown- 
ing” during ironing, and had a 
dozen other uses which the house- 
wife could demonstrate to herself. 
It was (and still is) a wonderful 
product, and it was with real re- 
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gret that we had to put it aside be- 
cause it was too expensive to man- 
ufacture, and the educational ad- 
vertising that would be needed was 
entirely too great for a limited cap- 
italization. 

The product had another value, 
too. Remember your high school 
chemistry about “heat of solu- 
tion?” Practically all tablets and 
powders liberate heat when dis- 
solved in water. Our product lib- 
erated cold when it dissolved in 
water. So we made up some tab- 
lets incorporating the necessary 
ingredients plus our product and it 
was just like Fizz-Ade, a carbon- 
ated, flavored drink. It also had 
the additional virtue of chilling 
the water into which it was 
dropped. You can imagine the size 
of the market we could have had 
for cherry, strawberry, lemon, and 
raspberry flavors in the South Pa- 
cific area during the war for 
a eold, carbonated drink right 
from a tablet—and without any 
help from a Frigidaire. And we 
would have had the market, too, 
except that our product had one 
small defect. It was slightly poi- 


sonous. 
LEONARD MEITEs, 
Chicago. 


double feature. 


KID'S SHOW—CAPTAIN SACTO, 11.4 Average 
Rating; 44.6% Share of Audience; 6-7 P.M. daily 


LATE MOVIE— “THREE STAR THEATRE," 9.5 Aver- 
age Rating; 59.4% Share of Audience; 11 P.M. 


Saturday and Sunday. 


In addition, KCRA-TV has 58.8% Share of Audi- 
ence, Noon to 6 P.M.— 
KCRA-TV from Noon to 5 P.M.—and 39.4% 
Share of Audience from 6 P.M. to Signoff. 


KCRA-TV and Fall Schedules get along beauti- 


fully together. 


*Ss 


STRONG LOCAL PROGRAMS give KCRA-TV more 
Noon to Midnight audience and Sacramento's three 
highest-rated local participating shows: 


& WOMAN'S DAYTIME PARTICIPATING SHOW — 
“Valley Playhouse,” 12.4 Average Rating; 74.4% 
Share of Audience; follows “Queen for A Day” 
daily with Warners Bros.-Columbia Screen Gems 


no other station heads 


Ai 
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@ Still Growing in Sacramento! 
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Lucky 
To the Editor: Lucky John Bur- 
goyne! Pretty Beth McCarter seems 
to have bailed out right next to 
his strategically placed “Landing 
Strip” ad. (Page 80, July 9 issue.) 

In case you are interested, AA 
is the best thing that could happen 
to our agency on traditionally dis- 
'mal Monday mornings. An excel- 
lent choice of days. 

Joun E. GREENE, 

Account Executive, Syers, 
Pickle & Winn, Waco, Tex. 


P&G Policy Commended: 
Here's Foley Long-Time List 

To the Editor: Referring to the 
letter from E. A. Elliott, public re- 
lations department, Procter & 
Gamble Co. (AA, June 25), con- 
cerning long-time “marriages” be- 
tween agencies and advertisers: 

We are rather proud of these 
lengths of services to various cli- 
ents: 


Abbotts Dairies Inc., 
Philadelphia 
The R. T. French Co., 


Rach 


Baltimore & Ohio Railroad, 


36 years 


35 years 


Baltimore 34 years 
Beneficial Savings Fund, 
Philadel 26 years 
Louis Burk Inc., 
me 22 years 
.20 years 


Procter & Gamble is to be high- 
ly commended for its policy on 
agency-client relations as ex- 
pressed in Mr. Elliott’s letter: “We 
are pleased also that we have been 
able to maintain long and con- 


‘|tinuous working arrangements 


with practically every agency ever 
retained by us.” 

Advertising would benefit might- 
ily and advertising agency serv- 
ice would reach new heights if 
P&G’s policy was more generally 


adopted. 
Davip A. SMITH, 
Research Department, Richard 
A. Foley Advertising Agency, 
Philadelphia. 
*. 


Cooper Thinks 
Kremer's Jinxed 
To the Editor: Re: ADVERTISING 
Ace, July 9, Page 2—picture, story 
and poem about misposted Chan- 
nel 3 poster... 
Your story on our Channel 3 was 
fine... 
(Except you dropped the next to 
lastest line!) 
Methinks 
We're jinxed! 
Rosert M. Cooper, 
Merrill Kremer Inc., Mem- 


phis. 


Free Plugs Are Hard 
to Keep Away From 

To the Editor: While I heartily 
agree with the Eye and Ear Man’s 
article “More Blackouts Are Need- 
ed to Stop the Free-Plug Menace,” 
in the July 16 issue of ADVERTISING 
Ace, I can only sit and ponder on 
who’s getting the last laugh. 

Note the second paragraph from 
the end of the article, where The 
Eye and Ear Man reaches the peak 


in his campaign to stop the free 


plugs: 

“Let’s have more of this forth- 
right behavior. If this means de- 
leting half of the Hope show, so 
be it. As soon as the planters 
(Planter’s Peanuts) stop coming 
around with Brink’s (Brinks Ex- 
press Co.) Express trucks loaded 
with merchandize and money, zip- 
po (Zippo Cigaret Lighters)—out 
will go the plugs (A. C. Spark 
Plug, Champion Spark Plug Co.).” 
Perhaps after re-reading his own 
article, The Eye and Ear Man will 
realize how difficult it may be for 
the networks to get rid of the free 


plug. 

Henry X. ARENBURG, 
Advertising Department, Lu- 
minator-Harrison Inc., Chica- 


‘go. 
P.S. Did other readers spot any 
other free plugs in this article? 


e * 
‘Empty Wallet’ Ad Inspired 
by AA Item 
To the Editor: The accompany- 
ing 1 col. x 3 inch “white space” 
advertisement is an adaptation of 
another white space advertisement 
I recently noted in AA, June 18 is- 
sue, Page 104. 
The accompanying Taschler 
Loan Co. advertisement, prepared 


if your wallet is as 
empty as space above 
then for your VACA- 
TION CASH LOAN 
,™ here’s the place... 


TASCHLER LOAN 
wy COMPANY 
ge C. Van Nette, Mgr. 
. 4191 2nd Fl 30 Main 
oe ©) NE LOCATION eee 
by the writer, was published in 
The Era, Bradford, Pa., the third 
week of June. 

I wish to thank AA for helping 
to give me the idea for the 
“empty-space, empty-wallet” idea. 

Joun A. LANE, 
Bradford, Pa. 
2 . ° 


Falcon Agency Is Tokyo 
Member of IAA 

To the Editor: The other day we 
received ...a copy of the June 4 
issue of ApvEeRTISING AcE, which I 
read with great interest. 

As a foreign agency which oper- 
ates in Japan, we should like to 
take exception to the fact that 
there was no mention of the fact 
that other foreign agencies exist 
in Japan, aside from J. Walter 
Thompson. It is true that you state 
that your information was gleaned 
from the representative of 
DENTSU, who visited the IAA 


convention recently. However, if 
you had questioned him further 
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and checked with leading export 
advertising agencies in the US., 
like Gotham-Vladimir Advertising 
Inc., Robert Otto & Co., Foreign 
Advertising & Service, National 
Export Advertising Service, Fuller 
& Smith & Ross, etc., with all of 
whom we are associated, you 
would have found that Falcon Ad- 
vertising Agency Inc. exists in Ja- 
pan and has some very fine clients 
both in advertising and public re- 
lations. We are also members in 
good standing of the International 
Advertising Assn. 
Rose C. FALKENSTEIN, 
Managing Director, Falcon 
Advertising Agency, Tokyo. 


ARS Leads Agencies 
in Venezuela 

To the Editor: Thank you for 
the complimentary copy of the 
June 4 issue and congratulations 
for your new International Adver- 
tising Section which no doubt will 
make your publication of real in- 
terest to agencies abroad. 

However, to keep up this inter- 
est all information must be 
checked: in order to print only real 
facts. For instance, in the column 
dedicated to Venezuela, you state 
that “ARS is one of the largest 
agencies in Venezuela.” Sorry, Mr. 
Editor, ARS is the largest agency 
in this country and one of the 
largest in Latin America. ARS is 
the only agency with a personnel 
of more than 100 and over 160. 
Creole Petroleum Corp., marketer 
of Esso products in Venezuela, has 
been handled by ARS for over 
three years. International General 
Electric is an ARS client and has 
been for over ten years. 

ALBERTO BLANCO-URIBE, 
Director, ARS Publicidad, S.A. 
Caracas, Venezuela. 


Agencies—Alert! Boycott 
a la Mundt Is Planned 

To the Editor: I have just read 
a report in your magazine about 
Senator Mundt’s speech in Wash- 
ington in regard to communists. 

I would like to help. 

Senator Mundt suggests that ev- 
ery citizen can do something about 
boycotting these people, and as I 
am, and always have been, a loy- 
al American citizen, I certainly 
would like to get about doing what 
he suggests. 

He says that every American 
can refuse to purchase or patron- 
ize a communist play or product. 
I would, indeed, refuse, but no one 
has ever offered to sell me either 
a communist play or product. 

If these are put out by people 
in advertising agencies who are 
communists, how would I find out? 
I always use Lux because the 
Hollywood stars who have such 
beautiful complexions use it. If I 
were to discover that somebody in 
their agency was a communist, I 
would certainly boycott it; I would 
switch to Ponds. But what if I 
then found out that they, too, had 
a communist in their midst? This 
could become a knotty problem, 
unless, of course, we all started 
making our own soap. This might 
be the safest way, but on the other 
hand, it might make all us private 
citizens seem a bit communistic. 

I would like very much to be 
“a worker in the vineyard of free- 
dom and a fighter in the battle 
against communism.” I would even, 
as the wise King Solomon said, 
“Go early to the vineyard.” But, 


who knows—these advertising 
people are probably there already 
planting the grapes. 


I am writing, therefore, to ask 
if it would be possible for you to 
send me a list of ali the people em- 
ployed by all the agencies in the 
country. I’d like to do my own 
checking because this is the only 
way to be sure. I figured I could 
get a group of my friends and 
neighbors together as Senator 
Mundt and we could 
begin checking these names im- 
mediately. As soon as we find out 


for ourselves, we can start writing 
to the manufacturers about boy- 
cotting their products. We would 
like to do the checking ourselves, 
however, because like the people 
who are writing the books, we 
don’t trust anyone—not even the 
people who wrote the books! 

Mrs. E. L. SOLoMon, 

Glencoe, Ill. 
* 


M from Moscow 
To the Editor: I am attaching 
to this note a copy of the letter 
which Alex Dreier is writing to 23 
key members of the dealer organ- 
ization Of one of our clients, the 
Behlen Mfg. Co., Columbus, Neb. 
Mr. Dreier, like Lioyd Birlingham, 
is one of several news personalities 
who are reporting (in farm maga- 
zine advertising) for us on farmers 


who are beating the squeeze with 
Behlen equipment—dryers, bins, 
corn cribs, metal. buildings and so 
on. 
The letter is newsworthy, I 
think, because Mr. Dreiér will be 
mailing it from the Soviet Union. 
I don’t imagine any American ad- 
vertising campaign has ever been 
merchandised from Moscow be- 
fore. 

Wesster Scuort, 
Potts-Woodbury Inc., Kansas 
City, Mo. 

Alex Dreier is an NBC news 
commentator wh. recently visited 
Russia. 

' . + « 
Benton Used British Forecast 
on Soviet Output Rise 

To the Editor: I’ve just seen the 
story in your June 11 issue head- 


ed: “Soviet Industrial Production 
Will Equal That of 66: Benton.” 
This head is misleading because 
the prediction is based on a Brit- 
ish estimate, and not on Benton’s 
estimate, as the text of the story 
shows. In fact, Benton has quoted 
this British forecast on several oc- 
casions, and has indicated he does 
not agree with it, and that he is 
eiting it as one indication of the 
rapid rise in Soviet output. 
JOHN Howe, 
Assistant to William Benton, 
Encyclopaedia Britannica, New 
York. 


es * 2 
Says Sidewalk Bank Windows 
Are Common in the West 


To the Editor: In the June 25 
issue of your excellent journal, 


71 


E. B. Weiss racks up a consider- 
able number of words in comment 
on the street-service bank windows 
that he calls “side-walk banking.” 

That sort of thing has been go- 
ing on—from here west—for some 
time, as well as curb-service banks 
(four here in Omaha) and drive- 
in banks (three here and a couple 
in Kansas City, to say nothing of 
the numerous ones between here 
and the West Coast). To my 
knowledge, this banking service 
has been popular in our prairie, 
mountain and coast states since the 
end of World War II. 

Or does Mr. Weiss have New 
York myopia? 

Jor GALLAGHER, 

Advertising Representative, 

Union Pacific Railroad, Oma- 

ha. 


CAPITAL 
BOOM .. 


Capital consumers carry a lot of weight today. They're 
spending more than ever in Washington food stores. 


Food sales are at an all-time peak. Up 38% in five years, 
they now stand at half-a-billion dollars annually. This 
increase in the Washington market over the past five 
years is greater than the total food sales last year in 
Charlotte, Salt Lake City or Jacksonville! 


Food advertisers have kept apace of spiralling sales with 
a growing investment in the media that sell Washington 


WRCaxsWRC-TV...x0» 


EB vornsner stations sw WASHINGTON, D. C. 


‘ 


e IN FOOD SALES © 


best... WRC and WRC-TV, 


Washington's Leadership 
Stations. Today, 21 of the nation’s top 25 food adver- 
tisers are on these stations’ schedules. And over the past 
five years, food advertisers have increased their dollar 
investment on WRC and WRC-TV by more than 150%! 


In the great and growing Washington market, more 
and more advertisers who want to bring home the bacon 
themselves are going with the biggest guns in Wash- 


ington’s selling boom .. . 


SPOT SALES 
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Wheaties Starts Rock Hobby | 

A new premium offer from Gen- | 
eral Mills is designed to interest, 
youngsters in an educational hob- 
by. In each box of Wheaties is a 
rare rock, plus printed information 


about it, sealed in plastic. In a|Kree 


mail-in offer, a full collection of 
10 rocks and a display card for 
mounting may be obtained for 25¢ 
and two box tops. The rocks in- 
clude petrified wood, quartz, lep- 
idolite, jasper, onyx, chrysocolla, 
agate, orthoclase feldspar, obsidian 
and opalized wood. The offer will 
be promoted during August on 
Mickey Mouse Club, Lone Ranger 
and Wyatt Earp tv shows. Knox 
Reeves Advertising, Minneapolis, 
is the agency. 


‘TV Guide’ Raises Rates 

TV Guide, Philadelphia, has is- 
sued its rate card No. 5 effective 
with the Oct. 6 edition. National 
rate for one page b&w, one time, 
goes from $6,000 to $8,000. 


Pittsburgh 


market... 
Panel of 2,000 
Pittsburgh families available for: 
© Promotion Penetration Studies 
® Blind Product Tests 
® Opinion Surveys 
Market Survey Bureau 


ERNEST E. ENGEL, DinecTor 
2 GATEWAY CENTER, PITTSBURGH 22, PA. 


June Sales of 


1955 
FOOD CHAINS 
*Colonial 


MAIL ORDER 


8,502,762 
97,221,046 


Group 
DRUG CHAINS 
5,156,623 
17,775,159 


Group Total .... 
VARIETY AND MISCELLANEOUS 
a Stores 


73,665,987 
‘Beck, A. S. Shoe Corp. 5,688,301 
‘Bond Stores 7 


Melville Shoe Corp. 
+ Mercantile Stores Inc. 
*Miller-Wohi Co. .. 
Murphy, G. C. .... 
National Shirt Shops 
Weisner Bros. .... 
‘Sterchi Bros. Stores 
‘Shoe Corp. of America 
Western Auto .... 
White's Stores Inc. 
Woolworth, F. W. . 


43,548,567 + 9.0 
155,090,160 149,656,739 + 3.6 


..« $ 351,542,877 § 307,817,176 +14.2 $2,034,758,979 $1,822,083,520 


328,976,208 293,109,368 +12.2 1,410,196,116 1,299,680, 
7,538,339 +12.7 
83,952,569 +15.8 
Total .... § 434,700,016 $ 384,600,276 +13.0 $1.897,834,987 


4,577,019 412.7 
15,744,145 +12.9 


$22,931,782 $20,321,164 +128 $ 130,641,991 


5,331,410 + 7.4 
1,515,245 +12.9 
7,188,745 +13.4 
18,215,000 +12.2 
2,924,984 +19.9 
57,822,535 + 9.7 


Chain Stores 
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weeks and 13 weeks. ‘Four month 


$ 399,064,854 $ 352,295,157 +13.3 $1,882,204.123 $1,759,675, 
Combined Total . $1,208,239,529 $1,065,033,773 +13.4 $5,945,440,080 $5,434,414,890 
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McFarland to Warner & Todd 

Louis B. McFarland has joined 
the administrative staff of Warner 
& Todd, St. Louis agency. Mr. Mc- 
Farland was associated with the 
Webster Groves Trust Co. for 25 
years, resigning as treasurer of 
that bank in 1954 to enter the 
commercial field. 


How to cut 


typesetting 
costs 


The remarkable Fotosetter* machines at Warwick 
set type photographically in two ways. 
First, they set type directly onto film which is proc- 
essed and used for a variety of purposes. 
Second, the Fotosetter will set type directly onto sensi- 


tized photographic 


Naturally only one copy is obtained by this second method 
but the resulting savings are quite impressive. 
Many budget-limited customers whose typographic require- 
ments fit this method are “discovering” this economical way 
of reducing their typesetting costs. 


Remember, only one copy .. 


said, “‘So what—who needs more than one proof if it’s a good one.” 
And he’s so right—a Warwick Fotosetter proof is a beautiful, 
sharp reproduction that resists the dissolving influence of rubber 


cement and is tough and durable. 


Investigate today. Maybe you're overlooking a real opportunity to 


cut your typesetting costs. 


*Intertype Fotosetter 


WARWICK TYPOGRAPHERS, INC. 


920 Washington Avenue, St. Louie 1, Mo 


Overnight by air from most of the United States 


paper. 


. but as one enthusiastic buyer 


N.Y. Court Upholds 
Size Limit on Eye 
Doctors’ Ad Signs 


ALBANY, July 24—Five New 
York City optometrists have lost 
their five-year test case to decide 
the validity of a board of regents 
order limiting the size and nature 
of optometrists’ advertising signs. 

The appellate division last week 
affirmed the regulations laid down 


'by the state board of examiners in 


optometry, which limits the adver- 
tising signs to not more than 6” 
high for first floor offices and 8” 
for the second floor. 

Actually, the board was seeking 
to prohibit “glaring and flashing 
signs,” and because of the test liti- 
gation begun five years ago, has 
not been able to enforce the regu- 
lations. 

Justice Francis Bergan, writing 
the affirming opinion, said in ef- 
fect that the licensing board had a 
right to regulate the conduct of op- 
tometrists. Justice Halpern, con- 
curring in part, but also dissenting 
in part, observed that the regula- 
tions made no provision for bor- 
derline cases. 

The optometrists involved, all 
with long experience, are Irving 
Strauss, Harold Solodar, Harry 
Schélling, Charles Krauss and 
Samuel W. Behrman. They pointed 
out that in many New York City 
neighborhoods, optometrists’ places 
were obscured by large neon signs 
of neighboring businesses. 


‘Four Young Admen Take on 


Hotel as Parttime Venture 
The Tahoe Biltmore Hotel at 


|Lake Tahoe in Nevada has been 


purchased at a court sale by four 
young eastern advertising men 
who will operate the hotel as a 
parttime venture. Three of the 
four, Dave Crow, 28, Bob Vance, 
29, and Ed Hopple, 26—are affili- 
ated with College Radio Corp., 
New York, which they organized 
while they were college students. 
The fourth, Marty Rokeach, 29, is 
a Lucky Strike account executive 
on leave from Batten, Barton, Dur- 
stine & Osborn, New York. 

With no previous hotel experi- 
ence, the four bought the hotel, 
which has 83 units, for $650,000 
and will attempt to continue their 
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TiMER—Gardner Advertising Co., St. Louis, “in an attempt to level 
the peaks and valleys of the advertising process,” has devised this 
“slide-rule.” The billfold-size gadget gives time schedules for five 
categories of space advertising: Outdoor full color, gravure four- 
color, letterpress four-color, letterpress two-color and letterpress 
b&w. Although the device has been copyrighted, other agencies are 
welcome to write Gardner for copies for adaptation to their own in- 


ternal traffic procedures. 
1957 —the most 


USEFUL buying and 
selling tool in the 


ad jobs while they run the hotel. 
Don Dobson of Las Vegas will su- 
pervise the gambling operation. 


500.000 Letters Prove 
Listeners Like ‘Ole Opry’ 

A single announcement on the 
“Grand Ole Opry” television show 
produced more than half a million 
cards and letters from fans. “Opry” 
stars Roy Acuff and Minnie Pearl 
made a personal appeal on the 
ABC-TV network show for coun- 
try music fans to write a letter or 
card to “let us know that you are 
watching our show and like it.” 
From the replies a drawing was 
held and 10 couples were awarded 
expense-paid trips to future Opry 
programs. 

“Grand Ole Opry,” sponsored by 
Ralston Purina, goes on the air 
every fourth Saturday. It is tele- 
cast from Nashville and is carried 
live by about 40 stations. Another 
110 get the show on a delayed 
basis. 


ves eager 
merous. 


hr hardware industry! 


Campbell-Ewald Names Two | 

Campbell-Ewald Co., Detroit, 
has appointed Edmund W. Birn-| 
bryer a tv copy supervisor and tv | 
account executive and Frank Hop- | 
kins a tv copy supervisor. Mr. | 
Birnbryer has been with NBC and} 
more recently was a free-lance, 
script writer. 


@ Much more than a reference book, it's a 
daily sales tool used by 39,000 hardwaremen! 
Clip this ad and write for complete informa- 
tion. Closes Oct. 15, 1956. 


HARDWARE RETAILER 


964 North Pennsylvania Street 
Indianapolis 4, Indiana 


THOMAS F. sini 
ATA MIBYEIE we are quite sure 


us once and 


ut 
you'll try us thrice 


An ad-man’s 
headache cure 


COLOR AND BLACK-AND-WHITE 
DAY AND NIGHT SERVICE 


Our halftone work 
is O, so nice! 


| Photo Engravings 
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Advertising Age, July 30, 1956 
Bill ‘Go ‘Til ‘57’ 

WASHINGTON, July 26—Critics of 
the Post Office Department’s 
rate computations got at least an- 
other long breathing spell as the 
Senate post office committee de- 
cided today to let the administra- 
tion’s postal rate program go over 
until 1957. 

With Congress in an adjourn- 
ment stampede, the five-man sub- 
committee which has been consid- 

‘ering a $435,000,000 rate increase 
approved by the House earlier this 
month decided to cut off hearings 
today, and make the rate issue an 
urgent matter of business “early 
next year.” 

After eight days of hearings, 
there Were still dozens of mail 
users who said they wanted to 
come in and oppose a bill which 
included a 120% increase on the 
advertising portion of publications, 


as well as a 4¢ letter rate, and 2¢ 
rate on bulk third class. 


8 Despite strong opposition from 
the House Democratic leadership, 
Postmaster General Arthur Sum- 
merfield had succeeded in forcing 
the bill out of the House post of- 
fice committee in June, and 
through the House on July 6. 

But the Lesinski Amendment in- 
serted by the House committee, 
providing a 30% increase on read- 
ing portions of periodicals and a 
120% increase on the advertising 
portion, became the cause of the 
bill’s ultimate defeat. 

In his initial appearance before 
the Senate committee July 17, Mr. 
Summerfield said he was happy to 
have the Lesinski Amendment. 
Soon, however, he realized that 
scores of publishers were deter- 
mined to oppose the bill if it pro- 
vided so steep an adjustment. 

By Thursday he did an about 
face and said he would be happy 
to settle for the 30% increase in 
second class requested in the orig- 
inal Presidential message on post- 
age rates. But protests continued 
to pour in, with mailers fearful 
that approval of any bill, including 
a modest increase, might still re- 
sult in a conference committee 
compromise which would involve 
a second class increase beyond 
what most industry members are 
prepared to pay. 


s For the first time in the lengthy 
battles over postal rates, Life and 
Time requested an opportunity to 
testify before the Senate commit- 
tee. David W. Brumbaugh, vp in 
charge of production and distribu- 
tion for Time Inc., said the com- 
pany decided to appear because 
it is constantly being singled out 
as a special beneficiary of unrea- 
sonably low postage rates. 

He complained that radio com- 
mentators and newspaper writers 
have been told by the Post Office 
Department that Life causes a loss 
of $8,604,000 a year to the depart- 
ment. Actually, he said, this figure 
was based on a formula which does 
not stand up. “But, in spite of this 
evidence that such figures cannot 
be correctly compiled, it is clear 
that tremendotis damage has been 
done to my company.” 


s He said studies by Time Inc. 
show that the Post Office made a 
$1,800,000 error on the amount 
charged to Life for rural route 
service alone, because its system of 
estimating assumed approximately 
41.4% of Life’s subscriptions were 
on rural routes. Actually, he said, 
only 8.1% of Life’s subscriptions 
are delivered on rural routes. 

Mr. Brumbaugh said Time Inc. 
found itself on the horns of an 
awkward dilemma. On the one 
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tude of charts when he testified befcre the Senate post office com- 

mittee. Two examples are shown here: At the top is a comparison 

of handling costs to total costs; the bottom chart compares costs of 
mailing magazines of different sizes. 


hand, publishers of large maga- 
zines find themselves under an 
unwarranted attack that imperils 
the type of rate structure under 
which the industry has grown and 
flourished. On the other hand, they 
would not want their appearance 
and statement of the facts to be 
interpreted as injurious “to some of 
our friends in the publishing busi- 
ness, and of small publishers in 
particular.” 


® One of the main features of the 
presentation was a chart talk, dis- 
cussing the decisions faced by a 
railroad which adds a car to a 
freight train. The train runs every 
day, and costs $1,320 to operate. 
The additional car costs $140 but 
brings in only $52 of revenue. 

In examining the car, Time Inc. 
found it included surgical instru- 
ments which are carried free; 
school supplies which pay only 
14% of straight cost, and 28% of 
out-of-pocket cost; milk coolers 
which pay 34% of straight cost 
and 68% of out-of-pocket costs, 
and bread which pays 65% of 
straight cost and 130% of out-of- 
pocket cost. 


® He said the figures for operating 
the train are the same as postal 
operating figures, with six zeros 
omitted, and that the breakdown 
of cargo in the freight car and the 
percentage of return paid by each 
represents the various kinds of 
second class, with the big publish- 
ers, such as Time Inc., represented 
as “bread.” 

“This is not to say that surgical 
supplies should pay freight, this 
is not to say that the rates for 
school supplies are much too low. 
It is to say that actually the Post 
Office makes a profit on Life.” 


= The motion to abandon the 
postal rate bill for this session was 
made by Sen. William Langer (R., 
N.D.) during a brief executive 
session this noon. to the 
report given by Sen. Olin Johnston 
(D., S.C.), subcommittee chair- 
man, a motion had been made by 
Sen. Frank Carlson (R., Kan.) to 
report the administration rate bill, 
amended to provide for a series 


of three annual increases of 10% 
each in second class rates. 

A substitute motion was offered 
by Senator Langer and adopted 
unanimously by the five subcom- 
mittee members after the senator 
pointed out that it was virtually 
impossible to prepare a bill in 
time for action in the closing hours 
of this Congress. 


# Senator Johnston said the sub- 
committee members agreed the 
rate problem should be considered 
“early” next year. In the past he 
has refused to consider a rate bill 
until it passes the House. Today 
he said he had not considered 
whether he would have to wait for 
House action next year. 

Meanwhile, he said, many of the 
technical problems raised by mail 
users during hearings in recent 
days will be referred to the com- 
mittee staff for evaluation during 
the recess period. 

One of the problems which im- 
pressed subcommittee members 
stemmed from the presentation 
made by the New York Times yes- 
terday. A spokesman for the Times 
said increased postal rates voted 
by the House might raise the price 
of its paper to 64¢ in Seattle. The 
Times pointed out that many of its 
mail subscribers are libraries and 
other institutions. 


s George Brady, appearing for the 
Hearst newspapers, told the com- 
mittee increased rates will not 
destroy Hearst, but it will force 
newspapers out of the mail. “It 
would be a disservice to the rural 
population if we were forced to 
stop supplying newspapers to farm 
people,” he said, “but excessive 
mail rates and lack of suitable al- 
ternatives might force us to take 
that step.” 

Direct mail users were also rep- 
resented at the hearings. Harry 
Maginnis, executive manager of 
Associated Third Class Mail Users, 
argued, “Even if members of the 
committee believe third class does 
not pay its way, they are faced 
with the even greater problem of 
avoiding action which might harm 
thousands of small business mail 
users.” 


FTC Calls ‘Farm 
Journal’ Merger 
Legal Violation 


(Continued from Page 1) 
right to substitute, but the right to 
solicit subscriptions. Curtis was 
powerless to assign subscriptions 
or confer upon respondent the 
right to substitute.” 

(In Philadelphia, Richard J. 
Babcock, president of Farm Jour- 
nal Inc., commented: “We have 
been advised of the FTC’s decision 
that we must divest ourselves of 
the names and lists received from 
Curtis Publishing Co. last year. 

(“While we do not know just 
how this will be done, we intend 
to comply with the commission’s 
order and know that our compli- 
ance will not affect our service to 
subscribers or our. circulation 
guarantees to advertisers.”’) 


@ Mr. Hier had used the decision 
to focus attention on a pre-merger 
notification bill already approved 
by the House and awaiting action 
in the Senate judiciary committee 
at the time the Farm Journal case 
was decided. 

“It would be difficult indeed to 
find an acquisition which would 
point up the procedural inadequa- 
cy and ineffectiveness” of existing 
law better than the case presented 
here, he wrote. “A pre-acquisition 
waiting and examination period, 
made mandatory by statute, 
coupled with the power to seek in- 
junctive relief from the courts, 

ould have kept the eggs in the 

sket until it was determined 
whether it was in the public’s 
interest to scramble them, instead 
of, as here, trying to unscramble 
them.” 

(The pre-merger notification 
bill remained deadlocked in the 
judiciary committee as adjourn- 
ment time approached.) 


® Under terms of the merger deal, 
Curtis is to get a sum equivalent 
to 15% of the dollar value of all 
advertising appearing in Farm 
Journal in excess of 450,000 agate 
lines in each of the five years 
beginning with February, 1956, up 
to $500,000 in any one year, or a 
total of $2,000,000. Other con- 
siderations included a contract for 
Farm Journal to buy $500,000 of 
advertising in The Saturday Eve- 
ning Post over a five-year period, 
and for Farm Journal to give Cur- 
tis $100,000 of advertising annually 
for five years in Farm Journal or 
Town Journal. Farm Journal is 
also to buy 3,500 tons of paper 
annually from Curtis for 10 years. 

The examiner reported Farm 
Journal found 1,333,556 non-dup- 
licates among the 2,250,812 
Country Gentleman names it re- 
ceived. Of 630,000 replies from 
1,092,000 non-rfd former Country 
Gentleman subscribers, 53% elect- 
ed to take Town Journal, the re- 
mainder took Farm Journal. 

As of last December, he found, 
Town Journal circulation § in- 
creased 375,000 from the June, 
1955, level of 1,600,000, and Farm 
Journal was delivering 3,950,000, 
compared with 2,870,000 in June 
(guaranteed, plus bonus). 


@ While he admitted Country 
Gentleman had been suffering 
heavy losses—it lost $2,480,000 in 
1954—Mr. Hier rejected the “fail- 
ing company doctrfhe” which is 
used to defend mergers. 

He noted Curtis had a surplus of 
$16,000,000, “more than ample” 
for the capital outlay to shorten 
closing dates, and otherwise re- 
vitalize the publication. 

“The record does not show that 
Curtis had to sell, or that it had 
no other reasonable, possible or 


13 


shows an uncompelied decision to 
sell at what certainly cannot be 
regarded as distress considerations. 
It would be naive to assume, as 
respondent contends, that Curtis 
could not continue with Country 
Gentleman. 


= “If so, all respondent had to do 
was wait for the horse to die, and 
then pick the bones, free, or near 
free—certainly not at any such 
liabilities as it assumed. 

“Respondent must have been 
well aware that Curtis with its 
healthy surplus could have, and 
might have, failing sale, ‘modern- 
ized’; and well aware that it 
might also find a purchaser in 
some competitive farm  publi- 
cation.” 


Crowell-Collier Buys 
Concert Hall Society, 
Four Record Clubs 


New York,.July 26—Crowell- 
Collier Publishing Co. is acquiring 
the Concert Hall Society and four 
record clubs from David and Sam- 
uel Josefowitz for more than 
$1,000,000 in cash and stock. 

The clubs (Musical Masterpiece 
Society, Chamber Music ‘Society, 
Jazztone Society and Opera Soci- 
ety) will be operated as a new sub- 
sidiary of the publishing company. 
William H. Fowler, who joined 
C-C last March after serving as 
vp of Capitol Records, will be gen- 
eral manager. 


s The record clubs have a com- 
bined mailing list of some 600,000 
long-play record buyers. More than 
1,000 recordings are included in the 
deal. 

Crowell-Collier last Friday filed 
application with the FCC for ap- 
proval of its purchase of KFWB, 
Los Angeles. Henry Maizlish, in 
selling the station, is to receive 
$2,225,000 in cash or in notes and 
C-C stock. He is also to get $35,000 
annually for seven years for serv- 
ices as a consultant. 


Norge Advances Runge to 
New Merchandising Post 

Robert J. Runge, director of ad- 
vertising of the Norge division, 
Borg-Warner Corp., Chicago, has 
been appointed to the new post of 
director of advertising, publicity 
and sales promo- 
tion. He also will 
direct dealer 
programs and 
other merchan- 
dising functions, 
absorbing duties 
formerly handled 
by Jack S. Pet- 
tersen. 

Mr. Pettersen, 
formerly Norge 
director of mer- 


chandising, ad. "ober J. Runge 
vertising, sales promotion and 
dealer programs, resigned last 


month to join Kenyon & Eckhardt, 
Chicago, as vp and director of 
merchandising (AA, June 25). 


Ben-Hur Names Tannhaeuser 

Ben-Hur Mfg. Co., Milwaukee, 
manufacturer of food freezers, has 
appointed William G. Tannhaeuser 
Co., Milwaukee, to handle adver- 
tising and merchandising for its 
new food service division, set up to 
provide food service dealers with 
advertising aids and other services. 
Tannhaeuser until recently han- 
dled the entire account; Mathisson 
& Associates, Milwaukee, was re- 
cently named to handle Ben-Hur’s 
freezer advertising (AA, June 
18). 


Ogilvy, Benson Beosts Three 


Three vps cf Ogilvy, Benson & 
Mather, New York, have been 
elected senior vps and directors. 
They are James J. McCaffrey, me- 
dia director, Shelby H. Page, treas- 
urer, and Herbert W. Warden, ac- 
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K&E Elects Tennyson VP; 
Appoints Four to Staff 
Kenyon & Eckhardt, New York, | 
has elected Alfred R. Tennyson, | 
director of the commercial produc- | 
tions department, a vp. The agen- | 
cy also has named Harold Wallis | 
and Richard Whitson art director | 
and tv art director, respectively. | 
Mr. Wallis formerly was with | 
Geyer Advertising. Mr. Whitson 
previously was with McCann- 
Erickson. Mrs. Alberta Gilinsky, | 
formerly an instructor in psychol- | 
ogy at Vassar, has been named an 
assistant account research super- | 
visor. 


identiaen as a Per Cent of Sales 


Reprints of the Apvertisinc AceE-University of Illinois study 
of the percentage of sales devoted to advertising by 2,325 com- 
panies are available from the Library, ApverTIsInGc AGE, 200 E. 
Illinois St., Chicago 11, Ill., at $1 each. Please send check with 
order. 

The study gives figures for the year 1954 for 70 different 
business categories, and is the largest and most comprehensive 
analysis of advertising as a percentage of sales which has been 
made since the report by the Federal Trade Commission more 
than 15 years ago. 


GRY INTO A“COMPATIBLE FRAME OF MIND.. 


. WIN A FREE TRIP 


% 


go HUROPE! 


> 


about $1,000,000 a month. In fiscal | Shelton Joins Compton as 
56 that figure rose to about $1,-| YP; Neyen Advanced 


'500,000 a month. This year it, : : 
|will probably exceed $2,000,000 a|, Compton Advertising, New York, 


In K&E’s Boston office, Ellen ee ee | momthn—~all erithout outside financ- | "#5 appointed Wilson A. Shelton, 
Stillman, previously a vp of Her- RELTEX = . | ing.” 
mon W. Stevens Agency, has been oo ' Concerning the outlook, Mr. 


named an account executive. 


Wilson Heads Agency 

William E. Wilson, a vp of West- 
ern Advertising Agency, Los An- 
geles, has been named manager of 
the agency. 


TULSA, No. 2 Market -¥ 
Pius 


MUSKOGEE, No. 3 Market 
. Equals 
OKLAHOMA'S BIGGEST 
MARKET! 
ond only 


KTV xX 


has complete facilities to serve 
BOTH Tulsa and Muskogee. 
* STUDIGS IN BOTH CITIES 

* 316,000 WATTS 

* BILLION DOLLAR MARKET 

Ask Your 
Avery-Knodel 
Representative 


Channel 


L. A. (Bod) BLUST 
Vv. P. and Gen. Mgr. 
BEN HOLMES, Natl. Sales Mgr. 


COMPATIBLES 


RE FA ee ete re 


in Apparel Arts, Men’s Wear and 


mailed to 10,000 retailers. Mervin & Jesse Levine, New York, is the 
agency. 


. : . * : - ° 
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TRICKY—This puzzler contest is open to any merchandise manager, 
buyer, store owner, manufacturer, fabric buyer or designer in the 
men’s apparel industry. The contest, promoting Reliable Textile 
Co.’s “Compatible” fabrics, is being pushed in trade journals, kicking 
off with the July 23 Daily News Record. It will run during August 


Daily News Record. It’s also being 


(Continued from Page ly 
fee field, and Instant Sanka has 
been not only the top seller in the 
decaffeinated field but the third 
largest selling brand of all soluble 
coffees. 

“We have been the pioneer in 
television advertising,” he _ said, 
“and as tv has grown we have 
learned to use it, I believe, with 
increasing effectiveness.” 


® Commenting on the recent clos- 
ing of the Barnum & Bailey-Ring- 
ling Bros. Circus, Mr. Mortimer 
said that “with the future of the 
traveling tented circus in doubt, 
television may be the principal 
means by which our children and 
grandchildren can see this tradi- 
tional and popular entertainment. 

“While radio, television and out- 
door advertising are important,” 
Mr. Mortimer said, “a major share 
of our marketing expenditure still 
is for advertising in newspapers 


TULSA BROADCASTING CO. 
Box 9697, Tua, Oklo. 


| 


and magazines. There is no substi- 
tute for full-color printing to 


SLEEP LIKE 
AN ANGEL 


Signs of REFLECTIVE 
asleep on 


SCOTCHLITE are never 


SHEETING 


the job! 


Your most wide-awake media buy—signs of SCOTCHLITE Reflec- 


tive Sheeting! These alert 24-hour-a-da 


higher readership for your advertising do 
tell che same strong sales story at 


signs of SCOTCHLITE Sheetin 


salesmen give you 
rt! Colorful, brilliant 


la 


night as they do in the daylight! For proof that signs of ScoTcu- 
LITE Sheeting are your best advertising buy, write Minnesota 


Mining & Mfg. Co., Dept. AA-7306, St. Paul 6, Minn. 


ch d 
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rk of Mi ta Mining & Mig. Co. 


“*SCOTCHLITE™ Reflecti 


General Foods Had $75,000,000 Ad 
Outlay in ‘55; Sales Hit $931,000,000 


create mouth-watering appetite 
appeal.” 


|@ Fiscal '56, he said, was the best 
|year in the history of GF. “You 
|may wonder why we did not make 
|more of the fact that last year for 
| the first time GF’s gross sales sur- 
|passed a billion dollars ($1,000,- 
| 221,000).” He said there were two 
reasons: 

| 1. The company looks upon net 
jsales as the significant measure- 
ment of dollar volume. 

2. It believes there are more ac- 
curate yardsticks than dollar sales. 

“The vital measurement,” he 
said, “is not dollars of sales but the 
physical volume of grocery prod- 
ucts sold. It is entirely conceivable, 
for example, that if raw material 
prices were to decline while phys- 
ical volume increased, our dollar 
sales might decline even while 
earnings increased. And our most 
basic concern, of course, is earn- 
ings.” 

Mr. Mortimer noted that the 
company’s first-quarter earnings 
of $12,836,310 were the highest in 
GF’s history. They compare with 
$10,460,811 for the first quarter of 
the ’56 fiscal year. But he warned 
against multiplying first-quarter 
earnings by four to arrive at an 
estimate for the year. 


® While admitting that GF is in- 
vesting more currently in the de- 
velopment of new products than 
ever before, he pointed out that 
“products in our line prior to 1946 
jaccounted for two-thirds of our 
|sales last year. And they will con- 
tinue to be basic for the future.” 

GF now has 37 plants in the 
|U. S. and three in Canada, Mr. 
Mortimer said. “Our total invest- 
j}ment in plant and equipment in 
the U. S. and Canada is $151,000,- 
000 compared with $85,000,000 ten 
years ago.” 

He also reported that the com- 
pany’s operations overseas have 
been expanded in the past 15 
months. It now operates produc- 
ing plants in Mexico, Cuba, Eng- 
land, Ireland, Germany, South 
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|tracting and holding high caliber | 


j 
' 


ithe Harvard University graduate 


| Mortimer asserted, “We look to 
the future with more confidence 
a enthusiasm than ever before. 
We have a strong, closely knit} 
|management team which is geared | 
for growth. Our plans call for at- | 


and profit-minded management 
people. 

“Through more vigorous and ef- 
fective advertising and selling ef- 
forts, we can expect that sales of 
most of our established products 
will continue to increase over the 
years ahead and continue to be 
major contributors to our growth 
and profits.” 

The stockholders elected a new 
director, Stanley F. Teele, dean of 


school of business administration, 
to replace Donald K. David, who 
has retired. All of the other in- 
cumbent directors were reelected. 


Norge. Calgon Plan Contest 

Calgon Inc., Pittsburgh, and 
Norge division of Borg-Warner 
Corp., Chicago, plan a joint na- 
tional promotion and a $60,000 
consumer contest promoting the 
water conditioner and the dispen- 
ser wheel in Norge’s '57 line of 
laundry equipment (AA, July 16). 
From Sept. 1 to Dec. 1 Norge ap- 
pliance dealers will offer sample 
boxes of Calgon to prospects and a 
case with the purchase of any new 
Norge automatic washer. Prizes in 
a Wheel of Fortune contest will be 
200 automatic washers. To partic- 
ipate, a consumer completes the 
last line of a jingle on a contest en- 
try blank, and takes the entry and 
a portion of a Calgon label to a 
Norge dealer. 


Coxhead Corp. Names Coxhead 
Ralph N. Coxhead, formerly pro- 
duction manager of Ralph C. Cox- 
head Corp., Newark, N. J., manu- 
facturer of office composing ma- 
chines, has been appointed ad 
manager. Mr. Coxhead is the son 
of the founder of the company, and 
the grandson of the present board 
chairman, C. W. Nichols. 


Chicago Assn. Elects 

The Chicago chapter of the Ex- 
hibit Producers & Designers Assn. 
has elected its officers for the com- 
ing year. They are Charles La Roc- 
co, vp, 3 Dimensions, president; 
Walter Hartwig, Hartwig Displays, 
Milwaukee, vp, and Severin Czar- 
nowski, Czarnowski Display Serv- 
ice, secretary-treasurer. 


William Neven 


Wilson Shelton 


formerly vp and creative director 
of Bicw Co., vp and assistant cre- 
ative director. 

Compton also has elected Wil- 
liam M. Neven, who joined the 
agency early in 1955 as manager 
of the market development de- 
partment, to be a vp and director 
of the department. . 


Caspers Tin Buys Century 
Caspers Tin Plate Co., Chicago, 
has agreed to buy all outstanding 
stock of Century Display Mfg. Co. 
and its subsidiary, Paramount 
Metal Products Co. of Chicago, 
which manufacture point of pur- 
chase materials, advertising spe- 
cialties, cases, signs and similar 
metal products. Robert G. Platt, 
formerly Century’s president and 
owner, will continue in the ca- 
pacity of vp and general manager. 


Guenther Named Ad Manager 

Theodore C. Guenther, former 
sales manager of the range divi- 
sion, Norge Sales Corp., has joined 
Cribben & Sexton Co., Chicago, as 
advertising manager for its Uni- 
versal line of appliances. 


BACON gets CLIPPINGS 


@ Make sure you get all published 
items about your or your client’s 
business each month. Bacon’s 
Clipping Bureau regularly clips over 
3,240 publications for over 1,000 
clients. Approximately 100,000 
clippings sent out per month, from 
business, farm and consumer pub- 
lications. An invaluable service to 
ad managers, agencies, publicity 
and public relations men, research- 
ers and others. Write for free 
booklet No. 55, “Magazine Clippings 
Aid Business.” r 

FOR BETTER RELEASE LISTS—SETTER PLACEMENT 


BACON'S BACON'S 
PUBLICITY $15.60 | ustterry $2.00 
CHECKER ea apprevai| HANDBOOK on appreva! 


BACON'S CLIPPING BUREAU 
33 $. Dearborn St. Chicago 4. Ilino 


with a net E.B.I. of 
$1,793,518,000, reside within 
WHBF’s 25,500 sq. mile cov- 
erage area according to S. 


has distributors in 62 countries. | 


eign sales since 1949, Mr. Morti-| 
mer said, but it still amounts to| 
‘only 3% of GF’s total volume. | 
® “In recent years,” he said, “our | 
average rate of investment for 
capital expenditures has been | 


Africa and the Phillipines, Vene- | & 
zuela, Peru, Sweden and Japan. It| § 


The company has doubled its for- | iA 


M. 1956 Survey of Buying 
Power. 98% own radios— 
80% have TV (TV Maga- 
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Canada Probes 
Paperboard Combine 
on Trade Restraint _ 


Ottawa, July 24—A group of | 
companies, including E. B. Eddy 
Co. of Hull, Ont., have been named 
in a report tabled in the Commons 
last week as operating a combine 
in the manufacture, sale and dis- 
tribution of paperboard used main- 
ly to package such items as foods, 
clothing, shoes and cigarets. 

The report is the result of an in- 
tensive investigation which started 
in September, 1953, and wound up 
with hearings in Ottawa last Sep- 
tember. Justice Minister Stuart 
Garson said that consideration is 
now to be given as to what steps 
ought to be taken. 


ae It is alleged the companies 
banded together to form a company 
which controlled production levels 
in the industry, fixed common 
prices, regulated competition and 
otherwise acted “to restrain or in- 
jure trade or commerce” in rela- 
ticr to the annual production and 
sale of $50,000,000 worth of paper- 
board. 

The report was made to the 
minister by the Restricted Trade 
Practices Commission on June 20. 
It found that the manufacturers of 
boxboard grades of paperboard 
banded together in 1935 to form a 
company known as Board Sales 
Ltd. Representatives of the compa- 
nies became directors. They were 
responsible for the fixing of com- 
mon prices, uniform standards of 
quality and other matters. Detailed 
statistics were interchanged to 
show each company’s production 
and shipments and share of the 
market. 


s For almost two years, in 1938 
and 1939, member companies 
shared the cost of keeping the To- 
ronto mill of one of the companies, 
Gair Co. Ltd., inactive. 

The original shareholders of 
Board Sales were listed as Bathurst 
Power & Paper Co. Ltd. of Bat- 
hurst, N.B.; St. Maurice Wood 
Fibre Co. (now Consolidated Paper 
Sales Ltd.) of Montreal; Bea- 
ver Wood Fiber Co., Thorold, 
Ont.; J. R. Booth Ltd. (now E. B. 
Eddy Co.), Hull; Fraser Companies 
Ltd., Plaster Rock, N.B.; Gair Co., 
Toronto; Hinde & Dauch Paper Co. 
of Canada Ltd., Toronto; Howard 
Smith Paper Mills Ltd., Montreal; 
Miller Bros. Co. Ltd.; Glen Miller, 
Ontario; Price Bros. & Co. Ltd., 
Quebec City; Brompton Pulp & 
Paper Co. Ltd. (now St. Lawrence 
Corp. Ltd.), Montreal; Strathcoma 
Paper Co. Ltd., Napanee, Ont. 

Board Sales was wound up in 
1944 following conviction of sev- 
eral members for participating in 
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PUBLIC APPEAL—A new safety cam- 
paign tells how each person can 
help prevent traffic tragedies. 
Shown here is one of the ads made 
available by the Advertising Cour- 
vil, in cooperation with the Nation- 
al Safety Council, Chicago. Camp- 


bell-Ewald is the agency. 


FOR DOLLS—Doll- 
size “mink” coats 
were given away 
ataluncheon 
staged by Alamac 
Knitting Mills for 
the National 
Fashion Press. 
The coat held 
here by a life- 
size doll is made 
out of an imita- 
tion fur called 
Furalla. 


id 
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a combine relating to corrugated 
shipping containers and shipping 
case material, but was immediate- 
ly replaced by another company, 
Dominion Paperboard Ltd. 


BBB Says Complaints 
Decreased in First 
Six Months of ‘56 


New York, July 24—A total of 
80,336 inquiries and complaints 
were processed by the Better Busi- 
ness Bureau of New York during 
the first six months of 1956. This 
represented an increase of 17%, or 
11,685 instances of service in the 
bureau’s workload as against 68,- 
651 for the same period of ’55. 

Hugh R. Jackson, president, in 
releasing the figures, said they 
break down into 13,507 complaints 
and 66,829 inquiries. The number 
of complaints showed a decrease 
from last year’s 14,323. This marks 
the third consecutive six-months- 
period decrease in complaints. 


# At the same time, Mr. Jackson 
noted, inquiries increased 23% 
from 54,328 last year to 66,829. 
Broken down, inquiries comprised 
83.2% and complaints 16.8% of the 
bureau’s workload so far this year. 

Of the 50 categories of business 
for which the bureau keeps a tab- 
ulation of inquiries and complaints, 
the top ten for the first six months 
of 56 were (1) home appliances 
(2 in ’55); (2) furniture (3 in ’55); 
(3) tv sales and services (1 in 
°55); (4) home improvements and 
maintenance (6 in ’55); (5) new 
and used cars (8 in 55); (6) storm 
windows (4 in ’55); (7) toys and 
novelties (not listed in °55); (8) 
women’s, infants’ apparel (7 in 
*55); (9) floor coverings (not listed 
in 55); (10) home furnishings (not 
listed in ’55). 


Leeford Dissolves; Paris 
& Peart Gets Remington Rand 
Kenneth E. Lee, president of 
Leeford Advertising Agency, New 
York, has dissolved the agency, ef- 
fective July 31, and will join Paris 
& Peart, New York. The Reming- 
ton Rand division of Sperry Rand 
Corp., Leeford’s major account, 
has named Paris & Peart to handle 
all advertising formerly placed by 
Leeford. Mr. Lee will continue in 
an executive capacity on the Rem- 
ington Rand account, and will con- 
tinue in the former Leeford quar- 
ters at 432 Fourth Ave., an addi- 
tional temporary office of Paris & 
Peart. 


Tootsie Rolls to Sponsor 
TV Showing of Macy Parade 
Sweets Co. of America, Hobo- 
ken, will sponsor the telecast over 
NBC of the 1956 Macy Parade on 
Thanksgiving Day. This is the sec- 
ond time that Tootsie Roll has been 
the sponsor. The parade will be 
telecast from coast to coast from 
11 a.m. to 12 noon, EST. 


Lewis Gruber Named 
Lorillard President 
to Succeed Halley 


(Continued from Page 2) 
fallen from $253,933,000 to $228,- 
000,000 in 1955. Operating profits 
dropped from $2.28 a share in 53 
to $1.73 in ’55. In the first half of 
56 the company’s sales fell $18,- 
800,000 to $98,800,000 from $117,- 
600,000 in the first half of ’55. 
Earnings dipped from 80¢ in the 
first half of ’55 to 69¢ a share the 
first six months of ’56. 


® This fall Lorillard will co-spon- 
sor with the Toni Co. a new 30- 
minute variety show to be seen 
three Fridays out of four on NBC 
(AA, July 2). Lorillard also will 
co-sponsor the Jackie Gleason 
show Saturdays on CBS with Bu- 
lova Watch Co. Lennen & Newell 
is handling for Lorillard, North 
Advertising for Toni, and McCann- 
Erickson for Bulova. 

Recently, Lorillard has been 
testing price reductions on its fil- 
ter-tip Kent to meet the competi- 
tion of such brands as Marlboro, 
L&M, Winston and Viceroy, all of 
which have been selling for 5¢ less 
at retail than Kent. Agency for 
Kent is Young & Rubicam. 

Lorillard admitted earlier this 
year that the regular and king-size 
versions of Old Gold had dipped 
and that only the filter-tip pack 
was showing sales increases. 


Falstaff Schedules 
‘Game-of-the-Week’ 
Football Telecasts 


Sr. Louis, July 24—Falstaff 
Brewing Corp., whose Game-of- 
the-Week CBS telecasts of base- 
ball games have helped make Fal- 
staff the No. 4 brewer in the U.S. 
(AA, July 16), will begin sponsor- 
ship of Game-of-the-Week football 
telecasts this fall. 

Telecasts of professional games 
will be carried via CBS-TV on 15 
successive Sundays, Sept. 30 
through Dec. 23, plus two Satur- 
days, Dec. 8 and 15. Games will be 
telecast in three “networks,” cor- 
responding to Falstaff’s three sales 
areas: Pacific Coast, Chicago and 
Washington. 

Each area will see the Game-of- 
the-Week in its area, though some 
games are slated for viewing in all 
three areas. The games will be 
shown in 97 cities throughout the 
28 states in Falstaff’s sales area. 


R&R Elects Three in Chicago 

Ruthrauff & Ryan, Chicago, has 
elected three new vps. They are 
George B. Anderson, head of the 
radio and tv department; Gerald 
V. Kelleher, media and marketing 
account executive for the Brown- 
Forman Distillers Corp. account, 
and Ray A. Washburn, an account 
executive. 
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Ad Business Must Find Yardstick for 
Ad-Sales Relationship, Manchee Says 


(Continued from Page 3) 
listing sponsors for a buying de- 
cisions survey of 10 products based 
on a newly developed technique. 
This survey will throw new light 
on how a person selects a brand.” 

Mr. Manchee outlined six steps 
which he felt might be helpful in 
working toward the goal of meas- 
uring the effect of advertising on 
sales. 

1. The need of never losing sight 
that the major problem facing the 
advertising industry and research 
people is to determine the effect of 
advertising on sales without going 
off on tangents. 

2. Embarking on a program of 
research in sales effectiveness by a 
continuing series of studies. 

3. The program should begin 
with a previous examination of 
work done. 

4. The starting point should be 
through a series of pilot studies de- 
signed to find a relationship be- 
tween advertising effort and ulti- 
mate retail sales. 


s 5. Industry and not only adver- 
tising should contribute to setting 
this program going. 

6. Begin immediately, possibly 
by using the facilities of the Ad- 
vertising Research Foundation, 
which might appoint»a committee 
to “formalize the ground rules for 
an attack on this No. 1 advertising 
research problem.” 

Mr. Manchee felt the benefits of 
such a research program would be 
many, possibly dispensing with 
many of the costly and ineffectual 
methods in use today. 

“The principal benefit is a way 
to make our advertising dollar 
work harder and more efficiently. 
American industry will be in a 
position to budget its advertising 
expenditures with the precision it 
uses in allocating funds for raw 
materials, salaries, etc. There will 
be less waste effort and fewer dol- 
lars spent on the hunch.” 

Though advertising doesn’t make 
the sale, Mr. Manchee said, adver- 
tising “creates a predisposition to 
buy, a favorable image of the 
brand and a desire to select one 
brand rather than another.” 


® In probing his topic, “The Hu- 
man Mind...Battleground for 
Sales,” Mr. Armstrong said one 
thing must be kept “foremost in 
mind”—the change in the consum- 
er. Today the simplicity of the old 
formula “lowered prices—increased 
sales is a myth,” he said. 

The average woman now has 
more money, he said, and “she 
buys as only the rich used to do. 
She buys style value over function- 
al value. She has more time and is 
better educated. She can give us 
more time to talk to her but she is 
harder to fool. 

“She is suburbanized and has 


LEE CAVANAGH, account executive 
with Krupnick & Associates, * St. 
Louis, since 1953, has been named 
administrative vp of the agency. 
He is the first officer elected by 
Krupnick since the agency’s incor- 
poration in 1947. 


immense mobility. He also has 
more money, is suburbanized, has 
great mobility and buys much more 
on impulse than she does, partic- 
ularly when he does the family 
shopping in the neighborhood su- 
permarket.” 


@ The agency’s objective is to 
write persuasive ads, Mr. Arm- 
strong said. 

“If this is our primary respon- 
sibility, then we also have a real 
responsibility to recognize that. it 
is perfectly possible to describe a 
market accurately and then in 
terms of advertising send out the 
wrong messages to that market...” 

In order to avoid this mistake, 
Mr. Armstrong said that through 
research is the means by which 
advertising people can gain a thor- 
ough understanding of what is 
going on in terms of prejudice, be- 
lief and custom in the minds of the 
people they must persuade. 

Mr. Armstrong said despite the 
need for research, when it is un- 
wisely used it can be “a dangerous 
crutch. It will not write an ad. It 
will not tell a sales executive what 
to do. But when it is professionally 
conducted and properly interpreted 
good research provides dynamic 
minds. ..with the wherewithal to 
move with dynamie confidence.” 


s Warning that business manage- 
ment makes “a most serious error” 
in expecting marketing research to 
come up with a single test for 
measuring sales effectiveness, Dr. 
Langhoff centered his comments 
on the “brand image.” 

“The perception which the con- 
sumer has of all the impressions 
which have been created is in total 
the brand image. Our total mar- 
keting strategy must stem from 
this image, which is how we ap- 
pear to our customers.” 

He pointed out that the brand 
image is made up of three parts: 

1. The physical characteristics of 
the product. 

2. The functional uses or serv- 
ices performed by the product. 

3. The personality of the brand 
itself. 

All of these are part of an inter- 
play of product personality and 
human personality, he said. 

From the consumer we can se- 
cure a so-called market profile, he 
said. “Once we have both the mar- 
ket profile and the brand profile 
or image we can intelligently shape 
our marketing strategy through 
bridging the gap between the two,” 
Dr. Langhoff commented. 

A combination of “painful 
thought and skillful research,” he 
said, can be woven into a pattern 
geared to a total marketing effort. 

“Under the terms of this strategy 
we can not only ask how our ads 
scored but can aiso determine 
whether or not our ads moved us 
in the direction of the objectives 
spelled out in our marketing plan.” 


Byoir Taps Foster for Award 

Arthur J, Foster of Arlington, 
Mass., master of science student at 
the Boston University school of 
public relations, has been named 
1956 winner of a year’s salaried 
on-the-job training with Carl 
Byoir & Associates, New York, 
public relations company. William 
G. Becker, first recipient of the 
award, will continue with Byoir as 
a regular staff member. 


Houston Has Mrs. Tucker's 
The new 32-market campaign 
by Anderson, Clayton & Co., Dallas, 
for Mrs. Tucker’s shortening (in- 
correctly referred to in AA last 
week as Mrs. Tucker’s margarine) 
is being handled by Bryan Houston 


Inc., New York. 
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FTC Cites 9 Ad Participants in Network-Chain 
Store Promotion Tie-ups as Discriminatory 


(Continued from Page 1) 

the position that the Robinson- 
Patman Act requires that an ad- 
vertiser who makes a_ benefit 
available to one customer make 
similar benefits available to all 
who sell in competition with that 
customer. . 

The advertisers hit in this first 
wave of complaints were Coca- 
Cola, Groveton Paper Co., Hudson 
Pulp & Paper Co., P. Lorillard Co., 
Pepsi-Cola, Piel Bros., Sunkist 
Growers Inc., General Foods and 
Sunshine Biscuit. However, FTC 
chairman John Gwynne made it 
clear this is just the beginning. 
While there are no statistics, FTC 
knows that stations all over the 
country have developed “time-for- 
floor space” swaps which enable 
them to offer special merchandis- 
ing support in heavy-traffic chains 
to national advertisers who buy 
time on their stations. 


® Effort to knock out the radio- 
tv “in-store” promotion deals fol- 
lows by less than a week the re- 
lease of an instruction from the 
commission warning its staff to be 
alert to Robinson-Patman eva- 
sions in the food business. 

In his message to the staff, 
chairman Gwynne said last week 
there should be a special effort to 
determine whether promotional 
arrangements were being used as 
a means of evading the provisions 
against discriminatory advertising 
allowances. 

In its complaint, FTC said CBS 
and NBC developed “Super Mar- 
keting” and “Chain Lightning” 
in the New York area in 1951, and 
ABC developed “Mass Merchan- 
dising” for tv in 1952 and “Radio- 
izing” in 1955. The commission 
said similar plans were operated 
in other markets by the networks 
and others. 

Through these plans, FTC said, 
the networks became “interme- 
diaries” between food suppliers 
and chains. Under agreements 
with networks, chains received 
spot announcements valued at as 
much as $4,700 a week with CBS, 
$6,600 with NBC and $9,500 with 
ABC. 

Networks then sold time to 
manufacturers and distributors at 
regular rates, offering in-store 
promotions as an extra induce- 
ment. 


= The complaint contends the ad- 
vertisers “paid or contracted for 
the payment of something of val- 
ue” for the benefit of some cus- 
tomers, as consideration for serv- 
ices or facilities furnished, without 
making the payments available to 
others on proportionately equal 
terms. 

“Among the payments alleged 
herein,” the complaint said, “were 
payments made by respondent to 
certain broadcasting companies for 
the benefit of certain favored cus- 
tomers of respondent as compen- 
sation and in consideration for 
promotional services or facilities 
furnished by these favored cus- 
tomers in connection with the of- 
fering for sale of respondent's 
product. 

“Said benefits consisted of time) 
furnished through such broadcast- 
ing companies to the favored cus- 
tomers for said customers’ own ad- 
vertising purposes.” 


s Examples listed in the com- 
plaints involved oniy the CBS, 
ABC, and NBC owned-and-oper- 
ated radio and tv stations. While 
most of the examples were in the 
New York area, the complaints 
cited instances in Chicago, Los An- 
geles, St. Louis, Boston, San Fran- 
cisco, Washington and Cleveland. 
In its complaints, FTC listed) 
deals which added up to more than 
$2,200,000 in space and time. 
Instances in the complaints were 


these: 


Coca-Cola: WABC, New York, 
$9,880; WABC-TV, New York, 
$18,000; WCBS, New York, $11,817; 
WRCA, New York, $37,834. 

General Foods: WABC-TV, New 
York, $89,315; WBKB, Chicago, 
$24,700; KABC-TV, Los Angeles, 


9 $3,869; WBBM, Chicago, $83,375; 


WEEI, Boston, $5,739; KMOX, St. 
Louis, $3,913; WRCA, New York, 
$14,418; WRC, Washington, $11,- 
050; KNCB, San Francisco, $4,824; 
WMAQ, Chicago, $35,015; WTAM, 
Cleveland, $12,675. 


= Groveton Paper Co.: WABC-TV, 
New York, $321,283; WEEI, Bos- 
ton, $40,888. 

Hudson Pulp & Paper Co.: 
WBKB, Chicago, $45,500; WCBS, 
New York, $99,018; WRCA, New 
York, $98,780. 

P. Lorillard Co.: WABC-TV, 
New York, $191,930; WBBM, Chi- 
cago, $115,500. 

Pepsi-Cola Co.: WCBS, New 
York, $142,576; KMOX, St. Louis, 
$12,650; WABC-TV, New York, 
$33,395; WRCA, New York, $120,- 
809; WNBC, New York, $133,500. 

Piel Bros. Inc.: WABC-TV, New 
York, $73,221; WCBS, New York, 
$110,226; WRCA, New York, $109,- 
440. a 
Sunkist Growers Inc.: WABC- 
TV, New York, $62,247; WCBS, 
New York, $39,596; WRCA, New 
York, $19,500. 

Sunshine Biscuits Inc.: WBKB, 
Chicago, $118,170; WRCA, New 
York, $33,175; WMAQ, Chicago, 
$74,430. 

Advertisers have 30 days in 
which to reply. Hearings have been 
tentatively set, with the first, in- 
volving Groveton Paper Co., dock- 
eted for Sept. 24 in New York. 
Other tentative hearing dates are 
Pepsi-Cola, Oct. 1; Coca-Cola, 
Oct. 4; Sunkist, Oct. 11; General 
Foods, Oct. 17; Sunshine, Oct. 30; 
Hudson Pulp & Paper, Nov. 7; P. 
Lorillard, Nov. 9, and Piel Bros., 
Nov. 15. 


s None of the broadcasters or 
telecasters, who are involved in 
this action only as the “third par- 
ty intermediaries” through whom 
the alleged illegal practices took 
place and not as violators, had any 
comment on the FTC complaints 
against their sponsors. 

Though the FTC release noted 
that the nine advertisers were giv- 
ing “unlawful promotional al- 
lowances to favored customers in- 


directly through the major radio 
and tv network,” the merchandis-' 


ing setups referred to in the com- 
plaints are operated strictly on the 
local station level. 

However, ‘all the stations men- 
tioned in the complaints are net- 
work-owned outlets. 


@ The use of merchandising serv- 


ices of one sort or another aimed 


at giving sponsors support at the 
point of sale level is widespread 
in radio and television. Radio in 
particular, in recent years, has 
stressed merchandising aids in an 


effort to lure more advertisers into them thoroughly. A couple indi-| formerly 


the medium. 


her bathing suit made trim by a 


DISAPPEARING LADY—These scenes are from International Latex 
Corp.’s tv series for its Playtex girdles. At top, the lady cavorts in 


Playtex panty brief. Bottom: The 


panty cavorts without visible means of support. Foote, Cone & Beld- 
ing, New York, is the agency. 


in the complaints offer grocery 
store display space, etc., to adver- 
tisers who buy a certain dollar 
volume of business on the stations. 
In return for their cooperation the 
retailers get free spots on the sta- 
tions. Sponsors get this merchan- 
dising service at no extra charge. 


@ Three of the advertisers ac- 
cused by the FTC—General Foods, 
Sunkist Growers and Sunshine 
Biscuits—no longer are listed 
among the sponsors receiving the 
merchandising services. The other 
six are still getting the merchan- 
dising help to which the commis- 
sion took exception. 

At press time, comment was 
available from only one of the 
nine advertisers named in the 
complaints: A spokesman for Sun- 
shine Biscuits “emphatically de- 
nied the allegations contained in 
the FTC complaint and objected 
to the false and misleading innu- 
endos therein, since the broadcast 
time on radio and tv stations was 


tising value.” 

'@ Several other companies noted 
only that the complaints were in 
| the hands of their lawyers, who 
had not yet had a chance to study 


cated that they would not have 


purchased for its consumer adver- | 


a formal reply is filed with the 
commission. 

| None of the four stations men- 
| tioned would reveal the names of 
any other advertisers who are 
| using these grocery merchandising 
| services, There are about 12 spon- 
|sors currently getting point-of- 
sale support from WRCA’s “Chain 
Lightning” program, which re- 
|quires a minimum weekly ex- 
|penditure of $900. This merchan- 
'dising is also offered by NBC’s 
four other owned radio stations. 


= WCBS has ten sponsors that are 
getting in-store promotion through 
“Supermarketing.” These advertis- 
ers have to spend at least $1,500 a 
week for 13 weeks to qualify. 
WABC dropped the merchandis- 
ing program mentioned by the 
| FTC four months ago, but WABC- 
|TV continues to offer this type of 
inducement to advertisers. 


Gas Council Names Two 
| George J. Schulte Jr. has been 
named director of the National 


L-P Gas Council, Chicago. Mr. 
Schulte joined the council in 1950 
as assistant director. Leigh Atkin- 
son has joined the council staff as 
jassistant director. Mr. Atkinson 
was with J. Walter 
'Thompson Co. as a public relations 


In general the plans referred to| anything to say on the matter until account executive. 


Ziegler 


HOUSE & HOSTS—At the open house and dedication of 
Pennsylvania Newspaper Publishers Assn.’s new 
building, Rolland L. Adams, publisher, Bethiehem 


Globe-Times, PNPA president, 
Serrill, PNPA general manager, greet Mayor Nolan 
F. Ziegler, Harrisburg. At the right is the new build- | ajso has held in several past cam- 
| paigns. 


ing. 


and Theodore A. 
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Int'l Latex Sets 
‘Heaviest TV Spot 
Drive in History’ 


(Continued from Page 1) 


print media “on the same high 
level” as now. 


® Some commercials show a gal 
in a bathing suit or a tennis outfit. 
In each case, the lady vanishes 
but her Playtex panty and/or bra 
remains on the screen. Latex is 
calling this the “ectoplasm” tech- 
nique. All Playtex products will be 
promoted via tv. That includes 
baby pants, household gloves and 
Isodine, new stingless antiseptic. 

Latex, which regards itself as 
“the largest advertiser in maga- 
zines and newspapers in its field,” 
said the spot drive, which starts 
Aug. 1, “marks the first massive 
entry by the Playtex organization 
into television and radio.” The 
spots will cover “75% to 90%” of 
U. S. homes. 

A. N. Spanel, board chairman, 
said the spot tv schedule “is ap- 
proximately equal to the commer- 
cial time contained in 20 half-hour 
sponsored programs a_ week.” 
Some of the spots will center on 
theme music and puppets designed 
by Bil and Cora Baird to build 
product identity. Viewers will see 
packages and displays used in 
drug stores. 


s Mr. Spanel said test of the 
spots on tv and radio over a few 
weeks “had doubled, in many in- 
stances tripled,” sales of gloves 
and Isodine. 

The schedule, which calls for an 
average of ten commercials a day 
each week, also includes the use 
of radio in selected markets. Radio 
spots will range from five to 20 a 
day. 

Broadcast time, Mr. Spane!] said, 
was purchased in a transaction 
involving the 740 feature films in 
the library of RKO Radio Pictures. 

These films, plus 1,000 short 
subjects, were sold by RKO last 
January to C&C Super Corp. in a 
$15,200,000 deal. The films were 
sold by Thomas F. O'Neil, whose 
General Teleradio outfit pur- 
chased RKO from Howard Hughes 
last year, and purchased by Mat- 
thew Fox, head of C&C Television 
Corp., a subsidiary of C&C Super, 
which is headed by Walter Mack, 
onetime boss of Pepsi-Cola. 

Mr. Fox financed the deal by 
borrowing $9,200,000 from the 
First National Bank of Boston and 
$3,000,000 from the Irving Trust 
Co., New York. “Reportedly,” said 
AA in detailing the deal, “he was 
able to arrange the financing be- 
cause of advance sponsor interest. 
International Latex Corp. was a 
big help here; this company is in- 
terested in using- the films in 
several markets.” 


G/B Beer Account to Maxon 
Griesedieck Bros. Brewery Co.., 
St. Louis, which markets G/B beer 
in 12 midwestern and southern 
states, has named Maxon Inc. to 
handle its advertising, effective 
Oct. 1. Ruthrauff & Ryan is the 
present agency. Maxon will han- 
dle the account in Chicago and De- 
troit offices, with L. Martin Kraut- 


| ter, vp and Chicago general man- 
| ager, in charge. 


GOP Names Frost in Bay State 

Harry M. Frost Co., Boston, has 
been named to handle the bulk of 
the 1956 Massachusetts Republican 
State Committee advertising. Frost 
has handled the GOP’s Bay State 
jadvertising in several past cam- 
paigns. Floyd L. Bell has been 
|named publicity director for the 
GOP 1956 state campaign, a post he 


1 1? lag ey qari ete 6 76 Se Tea 
ee a eee ot ha ee es ee er 
ae mt ns We sy Pes Cae eaig 1 he rae oe oes 
al LSS Sie bai Te Vw sige CW Aate “pe a a ee i 
Maier ‘ PEC * ‘ : rue’ a ey Sr ce ie he ii en ae _ 
LP oe aaa P ~ Oh NSS aa pe 2 a Be da ME 
ee ‘  - ee tee lL. 
gang Sy9 Be ns Beda | en SS oo ee oo, Sa as 
bee Bat gi + ee Oe i ces aa eee 
Ae Py. Fe eal Ree ae pe aa 
rN ah 7 Poe tine eee ie * on Sg tb 
begescus > . aS ite cine. a. 
oe 76 — 
(i eee > . 
> ae 
) 
th SC 
rae ey ‘ 
4 
pace 
here | , 7‘ t 
4 theta ¥ . _ 
ae ae : : ics ea 
a Roe s ; Bee Ce 
us nee Mis res . : i aa 
eee ova. cea : - ce 
Ce ae ace : ne iy ee 
rs 7 ~ - i wor ® oo es 
ee oo in ae a He ie ae. 
oe i ee ae ets ae Ga: ese 
(Aa ed aig . a t= pe. Ba fers 
Pee : tip -_ Bae aa eas or ok ce 
gerne. es Bs nae i sy io all 
jee eet aa rei ah, Se a 
ee aie il ry OS Gaeta pee ee 
Mace . A pad - ce. § Vapi ceeess SS 
i oP nace = / —: gage mee’ 
os ; AL ‘ PS ge ganas ae 
a coe R ee Ee F cy 4 re ae 
ae ; Stet oa P gee a eae rks ie ae 
eae : LS 2 Sarg Sh ae mee i ee 
‘ aay Oe oe ite >: ae ee oe ee oy a 
Eee = . os eR os oe 
Ane eam : oo aemaan gia SS ere tee . a Pe 
ages Me a - Bi je) wis Ae ee 
Hise i aS ‘Sa Pa Bee : ie : ot: 
a ee ‘4 abe . a. > ee tee + San eee oe 
oe ea tt” ia fos ot: 
Lae | i 7 an age Be Ges, faa 3 co Gana 2 e tire 
“ i : 4 i ie s + 
ee oe | Per 3. a ee Cp emtramae 27 
ae * ; ne See ay eats mae be, ane: 
aes g ree Pt i. Ses ce pa ; 
oe os . ‘ z f : % ee i fie oe) phan ne Sie 
Pecra ese + Soa : ee . ee ee! 8 ae 
ea : wy ay: is a oe pee eee 
> ere ee a ate - ee eo 
Re an _ a ek 
Bee Paes Maas Feira os a Brecas eee Me, So ae # 
pill tap iy ape oie é f Bee aa ny “2 oe 
Ss Ses oe. C oe hs ee ae 
eee —— eh! hl 
pie Me d eee Vols Sb NL 
ea Soe cee ans : 
ae ES = See i. ca cis eee se 
ho eae : . ae, ; es. a ss 
a ; Be a ae ns ail oe aa s&s 
ee seat a a i) ie * 
eee ’ oon ee 21 ie ee Se ee a ee a e 
eer ty ————— ll —— * 
ae ae ae * . 4 4 : ieee — 
ix # Bs ae # Fed 
St te ; ae ’ sit es 
Cee eer: : 1 S . 
hie esi : So ae ee : - 
at oo i a 
mo ee Rader 2 ae ie ' — - 
Pe silts. © eA ft aps aaa ‘i ee 
be : een : a 
er. i : Re: oe “single 
oe } ee, a3 =: aon, Qn as o 
pes 5 pone ied = . 
ere 4 pa e co ae 
yt a Reps soy “eer ger ‘ 
“Sera a ge a ae ~ 2 
ae a ees Rae eae ~ 
Bereta: f ee Sra - _Mieinage a. 
tal ne ‘ a tne! 5h : , any MB casks - 
era! Ha hae ane = hae : 
Pe a ae a es ~ a Be a ™ 
Wee. Bio > ee a = ese a 
oy eee ieee “1 = camara 2 eS: 
“ah “t i Weer to) ae ‘ 
ea: > Bie Wie f < , i a wed Seas eee 
eee ; Bae vod ae ee Sk ae aoe “Ree 
ei: see oy a ere sia ee. 
a ae ; =e Beet to! eae Ree 
- Say F . 
aie : 
eee 
ea ee 
ow 
Re ee 
a. 
oe ae: SEE 
wee a 
pies $$ —_________— - 
ae Bey " I 
i 
ee 
Lan et: 
ee ; 
a ab i 
ee 
ose 
i, q i *.. 
Rete 
+4 nie 
era 
eng 
fog ie 
ert 
Beh 
2 gee 
Pe 
eet q 
ae 
ae: 
a ai 
1 
Ae oe 
eae 
a 
Pas. 
ee 
(ae 
a ie 
ee 
a 
a oe ’ 
ee 
a a 
ame | 
yee 
ei 
fo Ge j 
hig 
| mer 
oe 
[pee 
Be Ft 
Fee ys xg 
eed 
Oe 
Me as 
Cae 
oe, ae 
vas 4 
Seo 
a, | FC 
ne 
eet eee 
sae 
ie Ago 
oe 
Bas, 
. 
Poy mie ras si a? 
ae : ‘ 3 Bo “ 
ee” es i ‘ a ; 
a % ' \ io te . nen 
eae ‘ ‘ Ns jeans rr <~ = 
aa 2 c ly Pa: q — 
AN , ee F] / : i , 6s 
ae ; i ’ ; 5 , 
Be i ; : 
- Oo « * U _ , 
oe ae j ' 
Bee. % ; ' - & 
ye r a € - 
eas x | ne ; ie a P 
eae A ce ae f 
Woe : 4. - — 
Bran, : ’ 
ae me oa ea 
ae ‘ 3 i 
oe — Adame ) 
ate Serrill 
hea 
a 
vary ie e 
die ee 
7 ae 
ae | 
ae i 
hae ie 
ae 
i a 7 
Gee bss ae cos ” 
oo ye eee en ae. Pere . 
GMRee ee age No elie go Meee Pactra Pet toa a es 
Pioeeeiie wires oo ok eee SA et i i ilar a een | i ome. : 4 : ‘ 
ass eT RS Pe re ee Kinki As, ‘ D4 soe ae See 
ane Nee ee 9 OR : hag a ee oS, an : ' 
"raat i Se ie. a fe - Ee aaeee 3 ee 5 ee: ° rate . . 
ee. sea ee i ec egents eee eres ; 
7 WF (mene at + eee ie) mde. ie = Siar 
2 aan ay: °  : : ee Ut ee 
7 at ay pont ok -o Std) hatte ty - ieee 
> y Roe soe ee cat, ie rs 


=—AOai i nRram 


Advertising Age, July 30, 1956 


ABC Details Plan 
For Competitive 
Television System 


WasHINGTON, July 27—The 
American Broadcasting Co., which 
on several occasions previously has 
offered general suggestions as to 
how a fully competitive television 
system could be set up, this week 
gave detailed specifications as to 
how its plan could be put into op- 
eration. 

The plan was submitted to the 
Senate commerce committee and 
to the Federal Communications 
Commission. It is a follow-up to 
the testimony of ABC President 
Robert E. Kintner before the com- 
mittee in mid-June (AA, June 18). 

It differs from the previous allo- 
cations recommendations submit- 
ted by ABC in that it spells out the 
plan on a market-by-market basis, 
wit’ a fixed table for allocations. 

The proposal also includes what 
ABC considers to be adequate 
safeguards that will make possible 
the authorization of some addi- 
tional vhf channels without en- 
croaching on the territory of pres- 
ent vhf outlets. 


s ABC’s plan would provide: 


e In the first 100 U. S. markets, 50 
markets would have four or more 
vhf outlets, 25 markets would have 
three vhf stations and 23 markets 
would be all uhf. One market 
would have two vhf stations and 
one would have one vhf outlet. « 


e In the second 100 markets, 17 
would get four or more vhf alloca- 
tions, 49 would have three vhf 
channels, 29 would be all uhf, two 
would have two vhfs and three 
would have one vhf station. 

To make its revisions possible, 
ABC suggests that mileage separa- 
tion requirements between stations 
be reduced in some cases and that 
commercial stations be permitted 
to use some of the channels now 
reserved for educational televi- 
sion. 


Ex-NRDGA President 
Lew Hahn Dies at 74 


Pornt PLEASANT, N. J., July 27— 
Lew Hahn, 74, who retired in 1952 
as president of the National Retail 
Dry Goods Assn., and who was a 
leading figure in the department 
store field for 40 years, died yes- 
terday at Point Pleasant Hospital. 
He was taken to the hospital fol- 
lowing a heart attack July 21 at 
his summer home in nearby Man- 
toloking. 

Mr. Hahn became managing 
director of NRDGA in 1918 and 
became the association’s chief 
spokesman. In 1928 he formed and 
became president of the Hahn De- 
partment Store, was made chair- 
man in 1931 and resigned in 1933. 
Subsequently the store became the 
nucleus of Allied Stores Corp., one 
of the largest retail chains in the 
country. 

In 1936 he helped form the Syn- 
dicated-Alliance Trading Co., and 
served as its president and general 
manager for a year. He resigned to 
rejoin NRDGA as its general man- 
ager and treasurer. In 1947 he was 
named the first paid president of 
the association. 


PHILIP R. GOLDMAN 

Battrmore, July 26—Philip R. 
Goldman, 43, exec vp and account 
executive of I. A. Goldman & Co., 
advertising agency, died yesterday 
following a heart attack. 

Mr. Goldman helped found I. A. 
Goldman & Co. 23 years ago when 
he joined two other brothers in the 
project. Prior to entering the ad- 
vertising field he studied at the 
University of Maryland. 


Last Minute News Flashes 


Lever Creates Ad Divisions; Names Heads 

New York, July 27—Lever Bros. has appointed Michael J. Roche as 
general manager of the Corporate Advertising Services division, and 
Samuel Thurm as director of the Media division. Both divisions have 
been newly created for greater specialization of its advertising func- 
tions, Lever says. Mr. Roche has been with the company for many 
years, and Mr. Thurm is resigning as associate media director of 
Young & Rubicam. 


GE Moves St. Thomas to Marketing Services 


New York, July 27—Charles E. St. Thomas, advertising and sales |! 


promotion manager of the Carboloy department in Detroit of General 
Electric Co., has been named to handle internal and external com- 
munications for GE’s marketing services division here, effective Aug. 
1. Named to succeed him in the Carboloy department is John W. Mason, 
previously manager of creative and advertising production operations. 


General Mills Plans Fall R.O.P. Color Schedule 


MINNEAPOLIS, July 27—General Mills plans to start an extensive r.o.p. 
color schedule this fall in the Chicago Tribune, Milwaukee Journal and 
Minneapolis Star. Starting date, frequency and products to be pro- 
moted have not been decided upon as yet. 


Hicks & Greist Gets Clifton Conduit 

New York, July 27—Clifton Conduit Corp., which recently was ab- 
sorbed by General Cable Corp., has appointed Hicks & Greist as its 
agency. General Cable has been a client of H&G for over 25 years. 


Lennen & Newell Gets 
$2,000,000 Stokely Plum 


(Continued from Page 1) 


undecided, not only on which new 
agency to have, but on whether to 


Clifton Conduit has done industrial advertising in the past, but has , La. 


been inactive recently. 


Reach, Yates & Mattoon’s President Resigns 

New York, July 27—Henry A. (Ham) Mattoon has resigned as pres- 
ident of Reach, Yates & Mattoon, an agency formed out of the Charles 
Dallas Reach Co. in December, 1953. James Yates resigned as exec vp 
several months ago to join the Leo Burnett Co., Chicago, as an art su- 
pervisor, 


Irwin Ress Moves from FC&B to McCann-Erickson 

New York, July 27—Irwin Ress, formerly in charge of trade rela- 
tions for the Swiss Federation of Watch Manufacturers account at 
Foote, Cone & Belding, has joimed McCann-Erickson, New York, as an 
account executive in the sales development department on the Bulova 
Watch Co. account. 


Western Union Slates $1,000,000 Drive 


New York, July 27—Western Union Telegraph Co. next month will 
launch a new national advertising campaign with spreads in nine mag- 
azines telling how prominent business leaders use telegrams in their 
own business. The campaign is budgeted at $1,000,000 and calls for 103 
insertions. Schedule includes Business Week, Dun’s Review, Fortune, 
Life, Newsweek, The New Yorker, The Saturday Evening Post, Time 
and U. S. News & World Report. Benton & Bowles is the agency. 


Wesby Parker Joins Dr. Pepper as Exec VP 


New York, July 27—Wesby Parker, who resigned in June as gen- 
eral manager of the Post Cereals division of General Foods Corp., has 
joined Dr. Pepper Co., Dallas, as exec vp. At GF, his former position 
has been filled by George Laimbeer, managing director of Alfred Bird 
& Sons Ltd., England, a GF subsidiary, Mr. Laimbeer has also been 
elected a vp of GF, with which he has been associated since 1929. 


Babbitt Testing Glim in New Container in South 

New York, July 27—B. T. Babbitt is launching a test campaign in 
southeast markets with a “10¢ off” promotion for Glim liquid de- 
tergent in a new plastic squeeze container. Advertising will include 
spot television and newspapers. Among the markets are Atlanta, Char- 
lotte, Jacksonville, Miami, Richmond, Roanoke and Tampa. _— B. 
Cohen Advertising is the agency for Glim. 


Gordon Baking to Ayer: Other Late News 


e Gordon Baking Co. has reappointed N. W. Ayer & Son to handle its 
advertising effective Sept. 15. Gordon, headquartered in Detroit, dis- 
tributes Silvercup bread and other baked goods in Detroit, Chicago, 
New York and other cities. Ayer was the agency for Gordon between 
1949 and 1954. In the meantime, Gordon was served first by D’Arcy 
and then by Cunningham & Walsh. 


e Esterbrook Pen Co., Camden, N. J., has narrowed down the selection 
of a new advertising agency to about four candidates. The company 
strongly denies published reports naming some of the candidates or 
that any agency has a “so-called inside track.” Among those agencies 
which have spoken with the company and apparently are still in the 
running are Young & Rubicam and Kenyon & Eckhardt. 


e Aviation Age, New York, has advanced William Wessel from east- 
ern manager to assistant publisher and David W. Ewald from regional 
manager to advertising sales manager. G. Peter O’Neill, formerly dis- 
trict manager of Sutton Publishing Co., has joined Aviation Age as 
eastern regional manager. 


e Industrial Publishing Group Inc., Cleveland, will start a new pub- 
lication, Aeronautical Purchasing, in January, 1957. A monthly, it will 
have a controlled circulation guarantee of 6,000 and a one-time page 
rate of $350. Bennett H. Hirchler, publishing director of the company’s 
Applied Hydraulics, will take on the same duty with the new publica- 
tion; Paul L. Reed, editor of Industrial Publishing’s Flight Hydraulics, 
will ‘edit the new book. 


e About three out of every four households in the U. S. had television 
sets in February-March, according to a report which will be published 
Monday (July 30) by the Advertising Research Foundation. The re- 
port, the second on television penetration in the U. S., says that more 
than 35,000,000, or 73%, of all households had tv sets, as compared 
with June, 1955, when 32,000,000, or 67%, of the households had sets. 
Multiple-set television households also increased from about 3.5% in 
June, 1955, to 4.8% in February-March 1956. 


FAMILY FUN—The four-color page 
here, scheduled for the September 
Holiday, is part of Admiral Corp.’s 
fall campaign. The ad is one of the 
last prepared by Russel M. Seeds 
Co. Henri, Hurst & McDonald, Chi- 
cago, has recently taken over the 
account (AA, June 18). 


Sen. Magnuson Says 
‘Absentee Owners’ 
Buying TV Stations 


WasHINGTON, July 26—One of 
tv’s chief investigators warned the 
Federal Communications Com- 
mission today that “absentee own- 
ers” are pouring “millions of 
dollars” into the purchase of tv 
stations in order to obtain tax ad- 
vantages offered by the television 
industry. 

In a letter to the commission, 
Sen. Warren Magnuson (D., 
Wash.), chairman of the Senate 
commerce committee, pointed spe- 
cifically to film producers, avia- 
tion carriers, magazine publishers, 
insurance companies and other 
large investors. He said FCC 
should seek to encourage local, in- 
tegrated ownership and operation 
of stations, and should be alert to 
keep them out of the hands of 
those “who are only interested in 
the profits that can be derived 
from broadcasting, or in using 
them for self aggrandizement of 
large corporate owners.” 


s The letter noted that there are 
many aspects of the tv industry 
which still have not been covered 
by the committee’s investigation 
of “monopoly.” Senator Magnuson 
said the inquiry “will go forwarc 
in those areas” but he did not in- 
dicate when additional hearings 
will be held. He said the record of 
the hearings which were held this 
spring and summer will remain 
open until Sept. 15. 

His statements were included in 
a letter of transmittal providing 
the commission with copies of a 
report just adopted by the commit- 
tee supporting FCC’s June 25 pro- 
posal to start toward transition to 
an all-uhf tv service. The commit- 
tee majority said it was in general 
agreement with the proposal to 
shift tv to uhf when satisfactory 
equipment becomes available. The 
committee fully supported propos- 
als for immediate selective de-in- 
termixture to create “uhf islands” 
in areas which are now predom- 
inately uhf. Three committee 
members dissented, expressing 
fear that the transition to uhf 
would deprive rural residents of 
service which is available to them 
at the present time. 


have a new one. 

“Some wanted to change and 
some didn’t,” AA was told. Every- 
body at Stokely seemed convinced 
that C&H had done an “excellent” 
job for the company. 

Whatever the reason for the 
change (and none was given), it 
seemed to have little if anything to 
do with sales, which are up hand- 
somely. For the year ended May 
31, sales totaled $159,500,000, com- 
pared with $138,000,000 for the 
previous year. 


® Reportedly, however, there was 
some unrest around the food com- 
pany. To the client, so it was said, 
it seemed that Sherwood Smith 
was the total agency for Stokely. 
Company officials didn’i see any 
“team” operation behind the 
board chairman, it was reported, 
and though they made their dissat- 
isfaction clear to the agency noth- 
ing seemed to come out of it. 
Stokely people confirmed none 
of this, and they were also vague 
about the reasons for selecting 
Lennen & Newell over the other 
two “finalists” (who were Grey 
Advertising and Kenyon & -Eck- 
hardt, AA learned). H. A. Warren 
Jr., assistant to the vp in charge 
of sales, commented only that L&N 
was found to be a “well-rounded” 


—j|agency with good personnel and 


good research. 


‘@ As far as Calkins & Holden was 


concerned, the loss of Stokely ap- 
peared to be endurable. The agen- 
cy has had a tremendous last few 
months, with business some 40% 
ahead of 1955. Sources at the 
agency said that there won’t be 
any cutback in personnel—“We 
have more than enotigh business to 
take care of our present employes.” 


s Brisacher, Wheeler & Staff, San 
Francisco, will continue to handle 
advertising for the Pictsweet 
brand of frozen foods marketed by 
the frozen food division of Stoke- 
ly-Van Camp. Dancer-Fitzgerald- 
Sample, Toronto, handles all of 
Stokely’s Canadian advertising. 


FCC Approves Flock 
of Radio, TV Sales 

Federal Communications Com- 
missioners have approved a num- 
ber of radio and tv sales. These 
include the $5,100,000 transfer of 
WHAM and WHAM-TV, Roches- 
ter, by General Dynamics Corp. to 
Transcontinent Television Corp. 
Transcontinent also is 50% owner 
of WSVA (am and fm) and 
WSVA-TV, Harrisonburg, Va. The 
commissioners also approved sales 
of WTVT, Tampa, to Oklahoma 
Publishing Co., owner of WKY and 
WKY-TV, Oklahoma City, and 
WSFA and WSFA-TV, Montgom- 
ery, Ala., for $3,500,000. 

Among other transfers approved 
was sale of WGMS (am and fm), 
Washingtor, tc RKO Teleradio 
Pictures Inc. for $291,250 and other 
considerations. General Teleradio 
has sold WGTH, Hartford, to Tele- 
broadcasters of Connecticut for 
$240,000, effective Aug. 1. FCC 
also has granted temporary au- 
thority to WCKT, Miami, to begin 
operations July 29 for a 120-day 
period. Biscayne Television Corp., 
owner of WCKT, has been granted 
permission to purchase WIOD, Mi- 
ami, for $404,128 from Isle of 
Dreams Broadcasting Corp. 


Whittington Joins TPS 

George A. Whittington has 
joined Technical Publishing So- 
ciety, Los Angeles, as executive 
secretary. He formerly was with 
Larson- Whittington Associates, 
Beverly Hills agency, and before 
that with Industrial Laboratories 
Publishing Co., Chicago. 
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THE ADVERTISING MARKET PLAct 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 
lines (maximum-——two) 30 letters and spaces per line; upper & lower case 40 per 
line. Add two lines for box number. Copy deadline, Chicago office, Wednesday 


j 


i 
; 


HELP WANTED 


PHARMACEUTICAL ACCOUNT EXECU- 
TIVE 


to take charge of topflight ethical Sometime soon, 
drug account serviced by a midwest of-| age 30 to 35) will be hired for the closest | structive selling. 
Merchandisin, 1 


fice of large national agency. Must be 


HELP WANTED 
ARTISTS AND WRITERS 
two people 


thing you can find these days to a dream 


)in or around vicinity of Chicago. 
| background as prod é : 


reco 
(probably | & Consumer, 


POSITIONS WANTED 


ON MAN 
Looking for connections with an agency 


’ . Several agen- 
cies. Knows art, printing, engraving, etc. 
Box _ 8751, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


EXP ERIENCED ADVER STISING PRODUC- 


| BUSINESS OPPORTUNITIES 

FOR SALE: National advertising space on 
00,000 specialty items. . .guaranteed mail- 

| ing and distribution at National Conven-/ 


Good | tion of American Legion in Los Angeles, 


Sept. 1956. Exclusive. ..verified. Write: 
BRAND ADVERTISING, 29043 Top Rail 
Lane, San Pedro 23, Calif. Deadline 
August 15, 1956. 


If you need and want creative space sell- 
ing in the Mid-West, let me help you. 
P.O. Box 3024, Chicago 54, Illinois 
ADVERTISING REPRESENTATIVE 
Expd., live wire Ad Rep., with proven 
rd of sales increases. 11 years Trade 
Top Level contacts Con- 
Planned Presentations. 
promotion experience. 34 


solidly experienced in ethical drug busi- | job. One will be an artist, willing to do | years, $10 M. 
ness, either in an agency or advertising | elementary layout and lettering but cap- 
department, and able to counsel client on | able of creative art direction and contin- | 


journal advertising and direct mail their | uing growth. 


own staff prepares. Also, to write general 


Box_8755, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


The other will be a promo- 


| tion writer, able to help build everything | 


Editor, advertising, business, publicity 
writer, wants free lance clients. Arthur 


J 
MERGER 
Chgo. advertising agency with 5 yrs. suc-/ 
cessful retail background willing to pool 
talent, accounts and capital for faster 
growth. Replies held in strict confidence. 

Box 8760, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


MISCELLANEOUS 


MAILING LISTS OF NEW MOTHERS 
Florida - Georgia - Louisiana - Arizona 
aeey T. Hess & Co., Box 2467, Orlando, 

a. 


The Midwest's 
eutstanding placement 
service for Adv.- Art & 

ollied fields. 

By appointment only 


59 E. MADISON + SUITE 1417 
CEntral 6-5670 : 


Fvecutive 


Placement 
Counselors 


VERSATILE AGENCY WOMAN 
y= er by small agency working 
at full capacity. Must have experi- 
ence with insertion orders, media 
a ——— — 
ing, eeping, copy typing—no' 
onal rattled 3 ‘the Vepossibte. 
Write giving full details. 

OX 168, ADVERTISING AGE 


copy, promotion programs, trade relations from postcards to presentations. Both peo- B 
material, etc. Starting salary $12,000 with | ple will have taste, intelligence, imagina- 200 E. Illinois St., Chicago 11, Illinois 


highly promising growth potentials for | tion, capacity for real production, willing- 


|G. Patterson, 2255 Rand Tower, Minnea- 
| polis 2, Minn. 


INDUSTRIAL ADMAN 


SPOT COMMERCIAL ~— 


right man. Send ay ge a = | ness to take directions. They will get good The » 4 - 
experience to Box 8748, Advertising Age. (salaries, excellent working conditions, | rough experience all phases industrial 
200 E. Illinois St., Chicago 11, Illinois | promising futures in the advertising de- marketing. Looking for menufactorer who 37,0001 ADMINISTRATIVE ACCOUNTANT 
n is sound, creative, a manager or ’ P os 
. Major Chicago advertising agency 


WE NEED A WRITER 


| Dartment of a leading consumer maga- 
zine. If you qualify, apply by letter with 


tin, igns, 
who te experienced: S> CfeeSng cueeme | samples. If you know someone else who 


writing copy for print media, merchandis- 
ing and product literature, 
mall. No big accounts to mushroom 


cvaporate. Plenty medium and small for | 
pleasant agency life | 


steady, methodical 
and community living. You're twenty 
minutes from any place in Our Town, lo- 
cated in Mid-Michigan, You'll like our 
town, our associates and our clients. In- 
terested? Send complete information and 
salary requirements. Will return safely 
and promptly with fast decision. 
Box 8749, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 
Cpen for “CALL A DAY" Publisher’s 
Adv’ Reps. Calif. Il. HOME COMFORTS 
WHOLESALER—25 E. 10th St., N.Y. 3. 
ASSOCIATE EDITOR, male, for multiple 
publisher of leading national technical 
magazines. Some metalworking or indus- 
trial background essential. Splendid fu- 
ture for someone who likes a challenging 
position. Constantly expanding company 
highly respected in industry, offers 
growth and opportunity to right man. 
Profit sharing, pension and insurance 
plans; air conditioned office in Chicago 
suburb. Present vacancy created by ac- 
quisition of new publication. 

Box 8720, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


TOP OPPORTUNITY 
IN LARGE MANUFACTURER'S 
ADVERTISING DEPARTMENT 


We have a large and diversified 
advertising program and we need 
a responsible man to carry part 
of the load. The man we seek 
should have 7 to 10 years of sig- 
nificant advertising experience— 
at least 3 years of which would 
be in a leadership position re- 
sponsible for the work of other 
men. A rounded experience on 
both agency and manufacturer’s 
sides of the desk is desirable. We 
are looking for a man with a col- 
lege degree based on creative 
English or journalism, and either 
business administration or mar- 
keting. A good common sense cre- 
ative ability is needed plus poise 
and presence to deal with other 
members of a top marketing team. 


If you are looking for glamour 
and a quick “killing”, this is not 
a spot for you. But, if you are 
looking for solid satisfaction in 
accomplish ts, living condi- 
tions and working conditions, then 
you will be interested. You can 
start the ball rolling by writing 
to us giving all pertinent personal 
and business information. 


Write to: Manager, 
Professional Employment 
Monsanto Chemical Company 
Plastics Division 
Springfield 2, Mass. 


J 
qualifies, do him the favor of passing the 
fae ae word along. Box 169, Advertising Age. 


480 Lexington Ave., New York 17, N.Y 
WANTED 
Aggressive young man or woman with 
| ideas to head Advertising and mail order 
dept. of small but GROWING concern. 
Contact Mr. Meltzer or Mr. Ex—Monroe 
6- 1800. 
Wanted: MAGAZINE PRODUCTION MAN 
Leading Chicago industrial publication 
seeks experienced production man—young 
(25 to 30 years); college education pre- 
ferred. Job requires handling all phases 
of production between editors, art de- 
partment and printer. The man we want 
must be a self-starter, good planner and 
organizer with ability to “get along” but 
get the job done. Good opportunity in fast 
growing organization. Our employees 
know of this ad. Replies will be kept in 
strict confidence. 
Box 8747, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


SPACE SALESMAN 
Ready to move up now to eastern divi- 
sional manager of a national trade pub- 
lication sold to the motor carrier industry. 
Minimum of 4 years in space sales. Age 
25-45. Substantial draw against commis- 
sion. Top opportunity for creative plan- 
ner, with ambition and drive. Send re- 


|sume of experience along with record of 


accomplishment. Our employees know 

about this ad. 

x 8732, ADVERTISING AGE 
Illinois St., Chicago 11, Illinois 
ACCOUNT EXECUTIVE 
Growing Chicago agency has opening for 
young, aggressive account executive look- 
ing to better himself. Prefer person now 

controlling some advertising billing. 

Box 8759, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Bo. 
200 E. 


CHOICE OPENINGS! 


iG ....$20,000 
consumer goods, 


DIRECTOR OF 
Solid history in durable 
or soft goods. 


expe: 
in marketing & distribution. 
SENIOR COPYWRITER 
Versatile print experience. Radio & TV 
spot background helpful. 


ADVERTISING RESEARCH MGR.. Open 
Good history in market and opinion re- 
search phases. 

PROJECT MAN 


trial mar’ 
If qualified, contact me in confidence 
GEORGE E. PYLKAS 
Executive Advertising Consultant 
WABASH AGENCY 
202 S. State - Chicago 4 - Wabash 2-5020 


ACCOUNT EXECUTIVE 


with grocery product and super 
market merchandising experience 
preferred. Age 30-40 preferred. 
Chicago. Write briefly present 
position, experience, age. 


BOX 166, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Chicago 11, Illinois. 


GRAND OLD NAME 
NEEDS NEW AD MANAGER 


How would you like to be associated with one of the 
oldest, most respected names in American advertising? 
If you are bright, ambitious. and personable, there’s a 
fine opportunity for you now with a famous manufac- 
turing company, long the leader in its field. Factory and 
offices are located only 100 miles from Chicago in a region 
generously endowed by Nature. The atmosphere in which 
you’d work and live couldn’t be more congenial. You 
would be supervising a more-than-a-million budget for 
national media. You would be in charge of merchandis- 
ing. You would be working closely with the Sales De- 
partment. You would be paid a good salary, commensurate 
. with your qualifications. You would find no bars to your 
climb up the executive ladder. (That’s what happened 
to the last ad manager!) Write us, sending all details in 
first letter. Box 170, Advertising Age, 200 E. Illinois St., 


ass't. Pref. midwest or west coast. Mar- 
ried, 30, coll. grad. For resume write: 
Box 8750, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
SPACE SALESMAN—outstanding record; 
thoroly expd.; creative; strong agency- 
advertiser background.- 
Box 8752, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ART DIRECTOR with 10 years experience. 
Create ads, booklets, magazine formats. 
Know type, production. Organize editorial, 
planning of dealer magazines. 
Box 8753, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 


Well-known producer of syndicated 
ing t commercials needs ex- 

—. enc men to t them 
key markets nationa will 

basically contact local advertisers in 

ass: regional territories. Heavy 

travel. 

Contact 


4 
Potential of $15,000 or more. 
me in_ confidence. 

EORGE E. PYLKAS 
Executive Oe erent 
WABASH AGENCY 
202 S. State Chicago 4 
WAbash 2-5020 


seeks man for assistant manager 
of accounting department. Loop 
location, 5 day week, profit shar- 
ing, administrative responsibili- 
ties. Letters will be kept confi- 
dential. Furnish age, accounting 
education, experience and salary. 
BOX 164, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Il. 


Editor, writer, executive standing, sound 
industrial and consumer experience, de- 
sires PR or editing position with chal- 
lenge and growth possibilities. Over $12,- 
500. Box 8754, Advertising Age. 
480 Lexington Ave., New York 17, N.Y. 
ART DIRECTOR-PRODUCTION MGR. 
Creative ability, production know-how. 
20 years experience. Capable of planning 
and producing sales promotion material, 
direct mail and space ads. Have worked 
with National accounts. 

Box 8756, ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 

ASSISTANT ART DIRECTOR 
Now with top ten agency—seeks challeng- 
ing spot with Ad Agency or established 

facturer. lented, practical, and 
hard working. Can follow through—layout 
to final proof. Box 8757, Advertising Age. 

200 E. Illinois St., Chicago 11, Illinois 

Advertising Space Salesman, heavy con- 
sumer or trade magazine background. 
Charles Mann, Space Sales Specialist. 
Mu 17-3250, New York. 

ART DIRECTOR-DESIGNER 
A versatile creative man with the ability 
to grasp the intent of a client and come 
up with a practical approach that meets 
with the client’s enthusiastic approval. 
Able to carry a ruff to any degree of 
comp required. A strong background of 
typographic layouts. Salary $15,000. 

Box 8758, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


Prime opportunity for 
ASSISTANT ART DIRECTOR 


To assume art direction on select 
group of national accounts. Vis- 
oa thi ing 4-A agency in mid- 
west city of 700,000. Must be able 
to administrate and buy wisely, 
as well as contribute share of 
creative work. Some col- 
lateral. Salary and bonus com- 
mensurate with responsibilities. 
Give full experience and salary 
zone in first letter. No samples. 
Address Director: 


BOX 163, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ACCOUNT EXECUTIVE — 
PACIFIC COAST— 
APPAREL ACCOUNTS 


Leading Pacific Coast agency 
offers exceptional opportunity 
for experienced agency contact 
executive on important apparel 
accounts. 


Must know department and 
specialty store merchandising 
and promotion planning. But 
strong agency experience equal- 
ly important, especially account 
handling and coordination. Must 
have creative judgement but 
position does not include copy- 
writing. 

Location ideal for family 
living—wonderful fishing, water 
sports, skiing. Living costs lower 
than in the East. 


Write full background in con- 
fidence to 


JOHN ORR YOUNG 
Management Consultant 
113 West 57th Street 
New York 19, N.Y. 


NORTH 


Jo a Copywriter. .. 


READY TO 


MAKE A CHANGE 


OMEWHERE there is a man, age 28 to 35, 
who will find at Abbott Laboratories the 
copywriting opportunity he has been seeking. 

He has been turning out good copy and ideas for 
three or more years, but his agency or company is 
too small or too narrow for him to grow, too big 
or too busy to recognize his merit. He has a lively 
imagination. He thinks logically. He likes to dig 
for selling points—and has the ability to put them 
on paper in an interesting and persuasive way. If 
he does not have a medical or pharmaceutical back- 
ground, he is experienced enough to recognize that 
product knowledge can be acquired and sales prin- 
ciples applied the same as in any other kind of 
advertising. He is earning less than five figures now, 
but we'll pay him enough to make the change 
worth while—then keep him satisfied so long as he 
does the same for us. He’ll find room to use his 
full talents, and chances are he'll have more cre- 
ative freedom than he’s ever had before. He can 
enjoy suburban living near his work or commute 
from Chicago in an hour against, not with, the 
heavy traffic. He will not bother us with a casual 
telephone inquiry—he will write a letter outlining 
his experience and educational background, and 
enclose samples of his advertising work and other 
writing that indicate imagination. We hope he 
will write us tonight—for we'd like to have him 
start with us soon, and stay a long, long time. 


WRITE—~DO NOT PHONE 


William Pratt, Advertising Manager, Advertising and Public Relations 


Abbott Laboratories 


CHICAGO, 


ILLINOIS 
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Want to move South? 
WOMAN COPYWRITER 


Must have advertising agency experience, 
be prolific writer of quality copy in all 


media with sound sense of sell. No con- 
tact work; absolutely permanent. Single 
woman, not over 35. ry $4,200 

annum. Write in strict confidence Pan 
details of education, Sround, with 
samples of yous work to: Mrs. Sancie 
Selmer Bric! uller & » Falls 


-WR: R $8500 - 
Asst. to Head of Dept. who a retire 
in 2 years. Periodic i 
ADVERTISING-SALES 
PROMOTION MANAGER 
Air-conditioning, heating. 
search, merchandising. 
ADVERTISING - PROMOTION 
by GOODS 


oo 2 Pee $14,000 up 
Top agency. Food or related. 
MKG 


T a MGR. ....To $16,000 
ADV. “MGR. INDUSTRIAL ....$10-15,000 
MKOT. RESEARCH ...............OPEN 


Asst. to V.P. of Sales 
Degree—2-4 years exp. 

D. ALLEN STEVENS 
State St. Chicago 


220 S. HA 17-8600 


OFFSET 
PRINTING SALESMAN 
Established lithographing com- 
pany has sales opening for young, 
aggressive offset printing sales- 
man who wishes to increase his 
opportunities which may now be 

limited 

This company, foremost in quality 
and _ service, employs the latest 
methods and has modern equip- 
ment, including presses up to the 
largest manufactured. 


BOX 165, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


Fine, Fast, Fairly Priced Photography 


pics 


photographers 
DEARBORN 2-1062 
187 N. LaSALLE, CHICAGO 1LINOIs 


PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


COSMETIC COPYWRITER 
WANTED 

Leading Chicago agency has 
opening for really creative 
woman or man for top-drawer 
cosmetic account. Solid back- 
ground in field necessary. Must 
have proved experience in TV, 
radio and print. This is a front- 
line job where you and your 
work will be recognized nation- 
ally as well as in our shop. If 
you qualify, you'll join one of 
the most sought-after creative 
departments in the city. Tell us 
all, including salary expected. 
We'll pay the price to get what 
we want. 

BOX 171, ADVERTISING AGE 


General Foods Uses TV Film 
'to Boost Milk and Mix Saies 


a three-minute, newsreel-type film | 
aimed at easing the dairy surplus 
by getting children to drink more 
milk—through the use of Kool 
Shake, GF’s milk-shake mix. En- 
titled “Small Fry Swallow Sur- 
plus,” the film features Sen. Alex- 
ander Wiley (R., Wis.) and Rep. 
W. Sterling Cole (R., N.Y.), along 
with 30 Washington youngsters, 


General Foods, White Plains, 
N.Y., is distributing to tv stations | 


all enjoying Kool-Shakes at a par- 
ty in the main Senate dining room | 


lof the U.S. Capitol. 


Neither the product nor corpora- | 
tion name appear in the film, but. 
the Kool-Shake trademark (two. 
youngsters peering around a large 
milk shake) is shown, and the nar- 
rator points out that the “milk- 
shake mix comes in strawberry, 
chocolate and vanilla.” Foote, Cone 
& Belding, Chicago, is the agency. 


Van der Boom, Hunt Appoints 

Van der Boom, Hunt, McNaugh- 
ton, Los Angeles, has appointed 
Lee Carrau director of its new 
radio-tv department. Mr. Carrau 
recently returned from Hawaii, 
where he was an executive pro- 
ducer with KGMB-TV; prior to 
that he was with Wade Advertis- 
ing Agency. He also will service 
the Sleep-Eze account for Van der 
Boom, Hunt. 


H. D. Bissell Elected VP 
Minneapolis-Honeywell Regula- 
tor Co., Minneapolis, has elected 
Herbert D. Bissell, director of mer- 
chandising, a corporate vp. 


AL RADIO “R 

0,000 + 

opportunity to repre- 
ing prod 


Outstandi 


sent rapidly- oo of 


al radio station structure. 
a involved. Annual potential 
If qualified and interested, contact 
me we 

GEORGE E. PYLKAS 
Executive Adverti: 

os me 
202 S. Sta 


ADVERTISING, INDUSTRIAL 


Career opportunities in eugentine indus- 
trial company, NYC, for college 
to age 28, interested in indust: 
tising. Work involves the areas of adver- 


tising, sales promotion, publicity, trade 
fairs and public relations. 
or science d esi: 


BOX NO. 167, ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


“OUR 45th YEAR” 


MKTG. DIR., Cons. Durables, $20m. 
PUBLIC ya supervis . 
Adv. r. Under 35, ng 12M. 


AD 11M. 
INDUSTRIAL COPY (3) $0 't to $15M. 


GLADER CORPORATION 
“The Agency's Agency” 


200 E. Illinois St., Chicago 11, Ill. 


Stier D. Koch, Dir. Adv. Div. 
110 S. Dearborn CE. 6-5353 


McCANN-ERICKSON 


SAN FRANCISCO 
wants another good copywriter 


The man we want writes clearly, vividly, simply. He 
thinks in pictures. But his most valuable talent is the 
ability to produce fresh selling ideas. 

He’s experienced enough in package goods copy to 
assume major writing responsibilities on important 


accounts. 


He’s essentially a print writer, but he also has a talent 


for television. 


We can offer him stimulating association with imag- 
inative, versatile writers. 
accounts that are unusually challenging and satisfying. 

If you're interested, send a resume, including salary 
requirements, to: Copy Head, McCann-Erickson, Inc., 
114 Sansome Street, San Francisco 4, California. 


He'll work on a group of 


nae oes ee, 
‘ 


TRYING—For the second time in two years, Wilson & Co. has 
changed the package design of its Certified margarine box. The 


new package design (dominated by a maroon and yellow diamond) 
is supposed to have greater consumer appeal, 
survey made by Wilson. 


according to a 


Report on Blacklist 
Not All ‘Factual,’ 
Sidney Hook Says 


(Continued from Page 3) 
that the report supplies only data 
for consideration, it contains a 
stinging indictment, much of it de- 
served, of current employment 
practices and an implicit defense 
of a thesis or point of view.” 


@ Mr. Hook thinks Mr. Cogley 
erred in organizing the facts to 
support his position rather than 
“frankly and boldly” discussing 
the principles involved. He also 
criticized the volumes for report- 
ing so many incidents anonymous- 


i 


Mr. Hook said that a survey was 
not needed “to confirm the fact 
that some individuals had been 
unjustly denied employment be- 
cause their names had appeared on 
a list of real or alleged communist 
membership or affiliation.” 

But, he added: “What Mr. Cog- 
ley does not explicitly discuss is 
the nature and ground of the in- 
justice. Is it the false accusation 
of communist affiliation which 
makes the denial of employment 
unjust or would it be unjust even 
if the accusations were true? Mr. 
Cogley obviously believes that, 
true or false, all such accusations 
are irrelevant and that any policy 
which bars Communists as such 
from employment in entertainment 
industries is unjust if not a viola- 
tion of their civil liberties.” 


s At which point, the reviewer 
raises the question, that assum- 
ing Communists have a right to 
work, do “they have a right to 
work in any special industry and 
in all positions within that indus- 
try?” 

Mr. Hook also asserts that Mr. 
Cogley’s report evaded the diffi- 
cult problem faced by sponsors 
who must try to avoid hiring peo- 
ple who will antagonize their po- 
tential customers. However, Mr. 
Hook says that “there is no gen- 
eral theoretical solution” to this 
problem under existing conditions. 

“It may be that with time and 
increasing sophistication, no mat- 
ter what the politics of an enter- 
tainer, the audience will react to 
his talent and not to his prejudices. 
After all we laugh with Chaplin 
despite his politics, enjoy Picasso 
even though he is committed to 
Communism, and listen with pleas- 
ure to Wagner without being up- 
set by his virulent anti-semitism,” 
he said. 


s “This in no way jeopardizes our 
right to criticize artists and our 
right not to listen. Where no posi- 
tion of executive trust is involved, 
it would be wiser as well as more 
generous, especially since no ques- 
tion of national security enters, to 
leave all careers open to talents 
subject to the criticism of audi- 
ence response. In the entertain- 
ment industry no one can survive 
the audience’s refusal to listen. 
Only the great are likely to escape 


basic community values. And when 
they do, we should forgive them 
their bizarre morals and politics, 
within the law, because of the joy 
they give us in enriching the hu-| 
man legacy,” Mr. Hook said. 


BBDO’S WREN DENIES 
HAVING ‘BLACELIST’ FILE 
New York, July 24—In report- 
ing the testimony of Frederick 
Woltman, Scripps-Howard report- 
er who won a Pulitzer prize, be- 
fore the House un-American ac- 
tivities committee, AA said in its 
July 16 issue Mr. Woltman testi- 
fied that the “blacklist” amounted 
to no more than 10 or 15 drawers 
of files which he, George Sokolsky, 
Hearst columnist, and Jack Wren, 
BBDO executive, keep on persons 
with communist affiliation. Mr. 
Wren has pointed out that he keeps 
no files, and that Mr. Woltman’s 
reference was to the Woltman files 
only, and that there is no pooling 
of material. 
Mr. Woltman, whose rapid-fire 
delivery is something like the late 
Floyd Gibbons’, also commended 
Mr. Wren on the ground that he 
spent as much time trying to clear 
people “as he does establishing 
that they are Communists.” Mr. 
Wren says he is not engaged in 
circularizing anyone. 


ARF Goes International, 

Gets 11 Foreign Subscribers 
The by-laws of the Advertising 
Research Foundation have been 
amended to enable advertisers, 
agencies and media located abroad 
to join as associate international 
subscribers. Ten agencies and one 
publisher have joined as a result. 
They are Lintas Proprietary Ltd., 
Sydney; Baker Advertising Agen- 
cy, Toronto; MacLean-Hunter Pub- 
lishing Co., Toronto; Ronalds Ad- 
vertising Agency, Montreal; Pub- 
licidad Alvarez Perez, Havana; 
Downtons Ltd., London; Oy Mai- 
nos Taucher Reklam AB, Helsinki; 
Elvinger S.A., Paris; Aktiebolaget 
Ervaco, Stockholm; Rudolf Farner 
Advertising Agency, Zurich, and 
ARS Publicidad, Caracas. 

ARF has also elected the Univer- 
sity of Oklahoma as an associate 
subscriber—its 17th academic 
member. 


Frito Buys Texas Tavern 

Frito Co., Dallas, has purchased 
controlling interest in Texas Ta- 
vern Canning Co., Seguin, Tex., 
producer of Mexican-style canned 
foods. Texas Tavern will continue 
to operate under the direction of 
William M. Chambers, president. 
C. E. Doolin, Frito president, said 
that through the facilities of Tex- 
as Tavern and Champion Foods, a 
Frito division, the company now 
can market a complete line of 
Mexican-style foods. 


H. E. Resseguie Retires 

Harry E. Resseguie, for 11 years 
bureau .chief in Washington of 
Fairchild Publications, New York, 
is retiring at the end of July. Mr. 
Resseguie has held various posts 


| theme 


Allis-Chalmers PR 
Drives Back Up 
Ad Push in ‘SEP’ 


(Continued from Page 2) 
quainted with us.” 

“As you know,” the explanation 
continues, “we’ve had product ad- 
vertising for years—good adver- 
| tising that has played an important 
|part in the growth of Allis-Chal- 
jmers. This new program does not 
|take the place of product adver- 
tising. Its purpose is to supplement 
and complement what we have 
been doing. It is specifically de- 
signed to ‘sell’ the company as a 
whole, just as the individual 
programs of the six divisions are 
designed to sell their specific 
products.” 


® The ad campaign, using the 
“Engineering in Action,” 
is using insertions in the Post 
about once a month. The company 
says it may also use magazines in 
such fields as business, finance, 
agriculture and education when 
an ad message has special interest 
to those groups. 


“In this way,” says Allis-Chal- 


mers, “the Post will provide a main 


line from which we can branch out 
to whatever media will add effec- 
tiveness to our over-all program.” 
Bert S. Gittizis . Advertising, 
Milwaukee, is handling the cam- 
paign. 


U.S. Potash, Borax Co. 


Merger Creates 4 Divisions 


The merger of U. S. Potash Co. 


with Pacific Coast Borax Co., to 
create the U. S. Borax & Chemical 
Corp., has resulted in the creation 
of four operating divisions. The 
Pacific ‘Coast Borax Co. division 
will carry on borax manufacturing 
and sales in the industrial field 
under J. F. Corkill, vp and general 
manager of the division, U. S. 
Potash 
potash production and sales under 
Dean R. Gidney, vp and general 
manager. 


Co. division will handle 


D. V. Parker has been appointed 


vp of the 20 Mule Team products 
division, which will handle sales 
and advertising of household and 
industrial products made by the 
new company. Research activities 
have been organized under a sep- 
arate division, headed by G. A. 
Connell, vp, and Dr. D. S. Taylor, 
director. 


Asherman to Crowell-Collier 
Robert Asherman, formerly | 
group copy chief at McCann- 
Erickson, has joined Crowell-Col- 
lier Publishing Co., New York, as 
director of a new promotional art 
department which will serve all 
non-editorial operating depart- 
ments and divisions. 


Tweet—This bird seed package is 
lithographed in four colors end 
features a revolving pouring spout 
which opens and closes by turning 
the top. Vance Johnson, Los An- 
geles, designed the package for Hap 
Pet Food Co., which plans to ex- 


the consequences of violations of 


with the company since 1919. 


pand to national distributicn. 
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